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WVECTV 


is 2 jumps ahead. It’s moved to the 
number on the dial . . . from channel 
hannel 13. 


WVEC TV is the ONLY station in the Tidewater 
area to have spacious telecasting studios on 
both sides of prosperous Hampton Roads. Both 
Norfolk and Hampton studios are complete 
with ALL facilities. 


Represented by 


WVEC TV jumped from a highly successful AVERY KNODEL, Inc. 
"U” to the powerful ABC “V”. 


VEC-TV 





IS 2 JUMPS 
AHEAD IN 
TIDEWATER 


6 years of telecasting experience and 
national acclaim as a_ successful 
“UHF” station makes it easy for 
WVEC TV’s new “VHF” station to do 
a number one selling job for you in 
the big Tidewater market. Buy the 
station with the knowhow .. . 
WVEC TV 


oO 
\ 


WYVEC TV’s new 316 Killowatt transmitter enables 
it to provide the most intensive metropolitan 
area coverage. 


—" 





NORFOLK © HAMPTON ¢ NEWPORT NEWS ¢ PORTSMOUTH = BEACH 





From pencil sketch to exquisite finish, only 
the brilliance of the precious gems out- 
shines the quality reflection of the master 


jewelry designer. 


When this same “quality touch” is 
possessed by great television stations, 
the all-important quality reflection shines 


in many ways! 


Represented by 


Edward Petry& Co.,, Inc 


The Original Station Representative 


Jewelry design by BELLOCHIO — 


TELEVISION 


abc g channel 8 @ dallas 


Serving the greater DALLAS-FORT WORTH market 


TELEVISION SERVICE OF THE DALLAS MORNING NEWS 
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TOP SPOT CITIES 


Biggest billings not always from biggest market, 
comparison of FCC figures shows 


MUSIC MAKERS 


Phil Davis Enterprises survey shows agencies 
prefer specialized musical services 


BURNS TALKS ABOUT COLOR 


President of RCA tells why he believes 
that color boom is under way 


TvB .. . THE FIRST FIVE YEARS 


Annual meeting Nov. 20th in Chicago 
marks fifth anniversary 


WITNESS FOR PROSECUTION 
Agency executive takes exception to views 


of defender of triple spot 


MAIL ORDER SUCCESS 


Station cooperation helps make tv pay off 
for records-by-mail business 


DEPARTMENTS 
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Report to the readers Round-up of news 
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What's ahead behind the scenes 67 Spot Report 


Digest of national activity 
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Who watches what 
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NBC Affiliate, 


Bangor, Maine 










| CAN 
SAVE YOU 


5% 
IN MAINE 


Cover New England’s fast- 
est growing market with more 
powerful Channel “2”. 

Save 5%, too, with a match- 
ing spot schedule on Portland’s 
Channel “6”. 


See your Weed TV man. 


A MAINE BROADCASTING 
SYSTEM STATION 





WLBZ-TV (2) Bangor 
WCSH-TV (6) Portland 
WLBZ-Radio Bangor 
WCSH-Radio Portland 
WRDO-Radio Augusta 
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Letter from the Publisher 


Open Season on Tv 

The enemies of television have been having a romp these past 
few weeks. Quick to sniff the fresh blood drawn by the quiz pro 
gram scandals, every publicity seeker in the nation has been 
snapping at tv’s heels. Politicians, do-gooders and crackpots have 
joined the hue and cry, anxious to get their share of the swelling 
headlines carried by tv’s hottest competitors, the newspapers. 

It has really been a Roman holiday. The noise has been so 
loud, in fact, that more than a few timid souls in tv have seemed 
to beat their breasts in abject surrender. Hand washing has become 
an hourly exercise in some quarters. All types of unworkable and 
unthinkable panaceas have been offered. 

The long-quiescent advocates of Government control are once 
more extolling the virtues of the British system. Politiciaus and 
their claques are loudly declaring that “there oughta be a law.” 

Isn’t it about time for a sane appraisal of the situation? 

Yes, dishonest quizzes were a serious mistake. The mistake was 
made by a few executives more interested in a popular and there- 
fore profitable program than in listening to what must have been 
a rather faint voice of conscience. 

They are already paying for their crimes in the way they under- 
stand best—through their pocketbooks. After all, that is a pretty 
effective deterrent to any other “smart operator” who may have 
been, or may be in the future, tempted to perpetrate a similar 
fraud. The fact that honesty is the best policy has never been more 
clearly illustrated. 


What About Television? 


And what about this mighty modern miracle—television? Is it 
any less popular than it was a year ago? The answer is no—just 
the opposite, in fact. A. C. Nielsen reports that in September 1959 
the average home watched tv an average of 4.58 hours a day, while 
for the same month a year ago the time spent was 4.38 hours. In 
the average minute in the 24-hour day 8.5 million people watched 
tv, while a year ago only 7.96 million watched. 

Let’s look at another angle. Are television programs today less 
desirable than they were last year? The critics seem to agree with 
the rating services, there is much that is new and exciting in tv 
this fall—not perfect, perhaps, but offering new and worthwhile 
programs to replace some that were outworn and unworthy. 

Well, what about sponsors? Are advertisers fed up with the 
medium? Not so, the figures prove. More advertisers are putting 
more money into network, national spot and local television than 
ever before. The total promises to be the highest in history, and 
the percentage of total advertising, too, will be the highest. 

Now one more question. Are the men who run tv capable men, 
worthy of the mighty trust? The answer again seems clear. Here 
are men of more than ordinary ability. They make mistakes, yes. 
But these mistakes are necessarily few and soon corrected. One 
thing, we think, is certain: they are more capable of doing this 
mighty task than are their critics. 

So, back to work. Let’s get on with the job of making television 
bigger and brighter and better than ever before. 


Cordially, Ly 7A J 
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... SOUTH BEND, INDIANA’S 
DOMINANT STATION 


WSBT-TV 



















































to BETTER 
SALES 


Consecutive programs conducted by these experienced WSBT- 
TV personalities have real sales impact on the South Bend 
market. At 10:00 P.M. daily, Roland Kelly reports the late news 
(average ARB rating 26.2%). He is followed at 10:10 by Mike 
May with ‘‘The Weather Tonight," and at 10:15 by Jim Wilson's 
Sports News. These programs rank consistently among the top 
25 shows in the South Bend market. Availabilities are scarce, 
but are well worth waiting for. 


In the South Bend market area, however, there's no delay or 
waiting . . . expansion is the order of the day. National and 
local chains are building shopping centers, department stores, 
supermarkets and luxury motels to accommodate the growth 
and booming sales in this 1.6 billion dollar market! 

You cover the big South Bend market with its leading station, 
WSBT-TV. Top CBS programs and popular local shows give 
WSBT-TV nearly a 2 to 1 sign-on to sign-off dominance over all 
other stations combined! Get all the facts from your Raymer 
man or write this station. 


WSBT-TV 


South Bend, Indiana ¢ Channel 22 
Ask Paul H. Raymer Company . National Representative 


ONE OF CBS 


STATIONS 
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Breakfast at Brennan’s . . . delightful! 
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Things are changing fast in the three-station New Orleans 
market. WWL-TV now leads in practically all important 
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, ' 39 ALL-NEW FIRST RUN HALF HOURS 


* Pre-sold in 67 markets to Falstaff Brewing 


f action in a slam-bang adventure series! 





He’s Rugged _.. his two-fisted approach marks him 
as a man's man, the ace private investigator. 


He’s Resourceful ... with hair-trigger reflexes and 
the sharp wits of a former Naval Intelligence officer. 


He’s Relentless .. . he'll track down his quarry on 
the open Pacific, or in Tijuana dives — along dark- 
ened San Diego waterfronts or the Point Loma cliffs. 


He’s Ready . . . to boost ratings — with a TV appeal 
proven by still another great Cameron series! 


rd 


gee 
&, 


Call, write or wire 


jilez-! 


TV FILM SYNDICATION 















WESS TELEVISION 


GRADE A COVERAGE - 
FOR MORE CONSUMER [Wc, 


6 than ary Other Norlh lCardfing SALOME 


* 


Ee 








* 
PROOF: 


Within its Grade A telecasting area, WSJS-Television reaches 
a consumer population of 1,393,420 with total spendable income 
of $1,827,286,000. In North Carolina’s biggest Metropolitan 
market located in the rich industrial Piedmont, the WSJS- 
Television market represents a more powerful buying force 
than that offered by any other North Carolina station. 





W7 SJ Ss television 
Winston-Salem / Greensboro re iii 


MST] Headley-Reed, Reps. 
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WHAT’S AHEAD BEHIND THE SCENES Te / e-s cop e 


Firestone-CBS News Blanket Deal 

Details of a complex sponsorship arrangement for 
special-events programs, first of its kind in the history of 
television, are expected to be released in the near future. 
Firestone Tire & Rubber Co., sponsor of 14 Eyewitness 
to History programs over CBS-TV, at press time was 
negotiating with CBS News for additional shows. Unusual 
contractual aspect is this: Firestone will agree to sponsor 
coverage of events CBS News determines are worthwhile, 
pretty much a blanket endorsement of the division’s judg- 
ment and capabilities. At the same time, it’s understood 
that CBS News will move more forcefully into the video- 
tape field. Electronic, as opposed to film, techniques will 
will be utilized more often. 


IBM Discovers Television 

International Business Machines Corp. will be investing 
a considerable amount of money in network television in 
the coming year. It will be the company’s first try with tv, 
prompted by a year-long analysis of the medium. IBM’s 
television budget hasn’t been set as yet, but it is expected 
to be impressive. Commercials will be institutional in 
nature, 


Silver Lining? 

The demise of the giveaway shows may have one bright 
result in that advertisers who formerly supplied free mer- 
chandise as prizes in return for on-the-air credits might 
turn to buying spot schedules. One ad manager of a per- 
fume company which has used a great many such pro- 
grams in the past said, “We never were happy with the 
barter arrangements—there were just too many negative 
factors.” The company recently embarked on a test of 
ordinary placements. “We know tv can do a good selling 
job,” it was noted, “but we'll have to figure out how to 
use it with a limited budget.” 


Tv “‘Believability’’ 

The Columbia Broadcasting System is preparing a com- 
prehensive survey of television which is expected to be 
similar to the old National Opinion Research Center 
(NORC) studies which were so important to radio 15 years 
ago. Conducted outside the industry, the NORC studies 
showed, among other things, that three out of five listeners 
preferred radio with advertising. The CBS study is pur- 
portedly under the direct supervision of president Frank 
Stanton. It is expected to go into such heretofore little- 
explored subjects as the “believability” of tv and the sell- 
ing power of different types and lengths of commercials. 


Fudge Testing Spot 
Video spot is part of a three-media test being conducted 


by Salada-Shirriff-Horsey, Inc., for its Junket Quick Fudge 


Mix. Upstate New York is the area where live “person- 
ality” minutes are running in children’s programs in a 
25-week buy. Radio is being used to reach teen-agers and 
national magazines to reach housewives. Additional tv 
markets are expected to be added to the schedule. Media 
director Jim Barrett at H. W. Warden Associates, Inc., 
New York, is the contact. 


Filmways Slows Up on Tape 

Tape has not been a miraculous cure-all for at least one 
commercials producer. Filmways, Inc., one of the first 
film companies to invest in vtr equipment, has quietly dis- 
posed of its lone recorder. It was sold to Sports Network, 
Inc. Martin Ransohoff, president of Filmways, says his 
company has not abandoned tape entirely, but feels that 
the technique needs further study. Additional tape busi- 
ness will be handled by the producer by renting facilities, 
and ultimately Filmways’ new production center, sched- 
uled to open in a matter of weeks, will be equipped for 
tape. Originally, it was to open as a film and tape center. 


NTA Revs Up on Tape 

NTA Telestudios has absolutely no reservations about 
tape. In 1960, according to George K. Gould, president, 
approximately 30 per cent of non-animated commercials 
will be done on video tape. By the end of 1961 the figure 
will soar to 65 per cent, Mr. Gould told a creative meeting 
of the 4A’s. His prediction is based on recent advances in 
technique, increasing distribution of machines and radical 
technical advances coming out of the labs. 


Shampoo Should Buy 

Virtually a sure bet for future tv action is the new prod- 
uct placed at BBDO from Eastco, Inc. It’s Clearasil 
Shampoo, a hair preparation bearing the same trade name 
as the company’s Clearasil Medication. The latter product 
has been pitched to teen-agers through ABC-TV’s Ameri- 
can Bandstand and auxiliary schedules in various markets 
not covered by the network show or where special efforts 
are needed, with Lennen & Newell handling the buying. 
At BBDO, Lee Brower is account contact for the new client. 


Storevision Still Looms 

A third starting date has been announced for NTA’s 
Storevision operation in New York, with the kick-off to 
take place in mid-January. Postponement from this month 
was caused by subscribing supermarkets pleading that pre- 
holiday season is too hectic normally to add a new venture. 
wnTA-TV New York also reports that some 800 stores, in- 
cluding Food Fair, Grand Union and other large chains, 
have asked for the service, but that it must select only 400 
outlets falling into the heavy-traffic ‘ 
gory. 


‘supermarket” cate- 
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STANDING ORDER: Month after month after month, 


for seventeen consecutive Nielsens, CBS Owned KMOX-TV has ranked first 
in St. Louis. Current share of audience: 39%...in a four-station market! 





(ARB’s first four-week report confirms Channel 4’s smashing leadership. 
Share of audience: 41%!) Represented by CBS Television Spot Sales 














RESULT: more 





GABRIEL DYPE has charge of Blair-TV’s 
Detroit office—one of ten offices providing 
fast. efficient service to Advertising through- 
out the United States. 


A NATIONWIDE ORGANIZATION 


WABC-TV — New York 


WBKB —Chicago 





Most motormakers feel Television 
was born for their special benefit. 
And with good reason... for noth- 
ing else matches Television’s dra- 
matic power to present beauty in 
motion. 

Along with heavy network in- 
vestments, Detroit makes effective 
use of Spot Television to focus sell- 
ing power on especially responsive 
markets. Their decisions in plac- 
ing spot demand up-to-the-minute 


data on markets and stations —° 


data instantly available through 
Blair-TV’s Detroit office. 
Blair-TV operates on this basic 
principle: that alert, informed rep- 
resentation is a service vital not 


es-power per 








ollar 


only to stations but also to all Ad- 
vertising and to the businesses de- 
pendent on it for volume and profit. 

From the first, our list has been 
made up of stations and markets 
we felt in position to serve most 
effectively. Today these stations 
are located in 25 of America’s 
greatest markets. Together they 
cover 56 percent of its population, 
virtually 60 percent of its effective 
buying power. 

In its area, each of these stations 
stands as a powerhouse of selling 
force. To help advertisers and their 
agencies make most profitable use 
of that force, is the constant objec- 
tive of our entire organization. 


BLAI R V AT THE SERVICE OF ADVERTISING 


KFRE-TV — Fresno 


wow-Tv— 


KGO-TV — San Francisco 


W-TEN— WCPO-TV — Cincinnati WNHC-TV— Omaha-Council Bluffs KING-TV — 
Albany-Schenectady-Troy WEWS — Cleveland Hartford-New Haven WFIL-TV —Philadelphia Seattle-Tacoma 

WFBG-TV — Altoona WBNS-TV — Columbus KTTV —Los Angeles WIIC — Pittsburgh KTVI—St. Louis 

WNBF-TV — Binghamton KFJZ-TV —Dallas-Ft. Worth WMCT — Memphis KGW-TV — Portland WFLA-TV — 


WHDH-TV — Boston 
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WXYZ-TV — Detroit 


WDSU-TV — New Orleans 


WPRO-TV — Providence 


Tampa-St. Petersburg 
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Business barometer 


National spot made its usual important gain in September, not quite as much as the 
same month a year ago, but greater than any other September in the six-year 
history of the Business Barometer report. 





The exclusive TELEVISION AGE report indicates that national spot business was up 
19.3 per cent in September over that in August. At the same time, billings 
in this division were 18.9 per cent ahead of a year ago. 





The September rise for national spot in previous years gives interesting figures for 
comparison. In 1954 September spot was up 9 per cent over August. In 1955 
the gain was 16.2 per 
cent; 1956, 16.6 per SPOT BUSINESS 
cent; 1957, idg.2 per Sept. Oct. Nov. Dec. Jan. Feb. Mar. Apr. May June July Aug. Sept 
cent, and 1958, 22.5 
per cent. 





The position of September 
national spot, 18.9 
per cent ahead of a 
year ago, indicates 
f the solid increases 











130 
that have been noted 
throughout the year. 
120 
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a parative progress of 
spot as well as a com- 
ns : 2 
ng parison with each 80 
is month for the past 
se three years. 
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If national spot follows its 
u3sual course there 
will be another sub- 
stantial increase in 
October. It would take 

NG a really sharp about- 

face to prevent this 

segment of television 
business from showing really important gains for the year. 





60 


A Sept. up 19.3 per cent over August 
B Sept. 1959 up 18.9 per cent over Sept. 1958 


The TV AGE survey is based on a nation-wide sampling, answers to which are returned 
to Dun & Bradstreet. 

The Business Barometer report for local and network billings for September will 

appear in the November 30th issue of TELEVISION AGE. 
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the SUSPENSE of a waterfront manhunt! 

the THRILLS of high-gear auto-racing! 

the CHILLS of midnight in a wax museum! 

the HIGH ADVENTURE of a South Seas voyage! 

the DRAMA of wartime heroism! 

the IMPACT of a fighter’s left hook! 

ALL IN THE ACTION THEATER PACKAGE 


35 ACTION-ADVENTURE FEATURE FILMS 
NOW AVAILABLE FOR TELEVISION 


Carefully programmed and realistically 
priced to meet your needs. Act today to 
tie up these features for your market! 


ARROW PRODUCTIONS 


solely as agents for 


METROPOLIS PRODUCTIONS, INC. 


488 Madison Avenue * New York 22, New York * PLaza 5-2100 








WLBC-TV 


MUNCIE 


Middletown, U.S.A. 


WLBC-TV 


MUNCIE 


Crossroads of the Middle West 


WLBC-TV 


MUNCIE 


Cross-section of the nation 


WLBC-TV 


MUNCIE 


Test Market, U.S.A. 


and the Gateway to Sales 


in “the heart of Indiana” 


WLBC-TV 


Muncie, Indiana 


Strong Ammunition 
.. . thanks for your comments on 
our new audience-composition study 
in your “Letter from the Publisher” in 
the current issue (Oct. 19, 1959). May 
| also commend your story on news- 
papers, which I believe will provide 
stations with strong ammunition on 
the local front, as well as reaching ad- 
vertisers. ... 
Norman E, Casu 
Television Bureau of Advertising 


New York City 


Pulse Study 
I was very interested to read on 
page 17 of the Oct. 19, 1959, issue 
of TELEVISION AGE of the special 
Pulse inquiry conducted for you in- 
to the type of specials preferred by 
men and women. I wonder if any 
more quantitive or qualitative data 
is available concerning the  sur- 
vey? ... 
CuarLes R. Bowen 
Corporate Promotion Programs 
International Business 
Machines Corp. 
New York City 
Note: A complete report on the Pulse sur- 
vey is included in the current issue of 
TV ACE. 
Comprehensive 
. .. It is a most comprehensive arti- 
cle (“Speeding the News,” Tv AGE, 
Oct. 19) and one that will be widely 
read. This is the type of material that 
gives “the other fellow” an oppor- 
tunity to find out what his mates are 
up to.... 
Tom EATON 
News Director 
wtic Hartford 


Date Mix-up 
. . » Thank you for the profile in 
TELEVISION AGE... but... I grad- 
uated from Syracuse University in 
1950 instead of 1959, and I joined 
Hicks & Greist as of July 1958 instead 
of July 1959. 
Mort REINER 
Hicks & Greist Adv. 
New York City 


Coverage 
doesn't come 
this way yet! 


Just ask your time-buyer! He'll 

you coverage isn’t just had for 

asking. But—with your 30-min 

show or 30-second station bret 
on film—getting the coverage } 

want and need is not only possit 
but economical and practical. 


Goes without saying that f 
also gives you control of ye 
message. 


in fact, film does three things fe 
you ...3 big important things: 


1. Gives you the high-po 
commercials you've come 
expect... fluff-free ... 


. Gives you coverage with fi 
pre-test opportunities. 


3. Retains residual values. 


For more information write: 
Motion Picture Film Depart 
EASTMAN KODAK COMPA 

Rochester 4, N.Y. 


East Coast Division 
342 Madison Ave. 
New York 17, N.Y. 


Midwest Division 


130 East Randolph Drive 
Chicago 1, Ill. 


West Coast Division 
6706 Santa Monica Blvd. 
Hollywood 38, Calif. 


or 


W. J. German, Inc. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture Films 
Fort Lee, N.J.; Chicago, Ill.; 
Hollywood, Calif. 


Always shoot it on 
EASTMAN FILM..: 
You'll be glad you did! — 




















Within 
easy 
reach... 






































Pict Te 


Spending money is an adult affair. So is making it! That’s the reason advertisers 
with full-grown profits in mind use Philadelphia’s WCAU-TV. Because... 

WCAU-TV reaches more adults than any other station in Philadelphia. In fact, a 
giant 83% of WCAU-TV’s audience is adult. Best of all, when it comes to women 
(the little ladies with the man-sized purchasing power) WCAU-TV leads, too... 
delivers 124 million more women viewer impressions a week than Philadelphia’s 
second station. (Latest ARB, four-week average) 

Grown-up results? They’re within easy reach on Philadelphia’s majority leader: 


CBS OWNED « CHANNEL 10, PHILADELPHIA * REPRESENTED BY CBS TELEVISION SPOT SALES WCAI |- I \ 





WILX-TV’s B signal area, which includes Michigan's GOLDEN TRIANG LE 


of Jackson, Lansing and Battle Creek, ranks as the 


1 LARGEST 


POPULATION MARKET IN THE NATION* 


*(Based on SRDS Consumer Market Data) 


New York 6 San Francisco-Oakland 
Chicago Boston 

Los Angeles Pittsburgh 
Philadelphia Washington D.C. 
Detroit St. Louis 


GOLDEN TRIANGLE 


and... 


the bulk of this buying population 
(Jackson, Lansing and Battle Creek 
—the Golden Triangle) receives a 


CITY GRADE SIGNAL FROM 


WILX-TV 


Only WILX-TV can offer such powerful coverage in this rich, heavily populated market! 


RIGHT NOW... is the time to contact 
VENARD, RINTOUL & McCONNELL, INC. 


for complete market information 


WILX-TV 


CHANNEL SERVING MICHIGAN'S 
10) GOLDEN TRIANGLE 
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Spot users’ business boomed in 1958 ....... page 23 


Nielsen promises print-tv comparison ...... page 23 


Public affairs shows need promotion ...... page 59 


Spot Sparks Sales 
The year 1958 may have been a 


recession period, but for those adver- 
tisers who increased investments in 
spot television it was more like a boom 
year, according to Spot Tv and the 
Titans, a new study released this week 
by the television division of Edward 
Petry & Co., Inc. 

The Petry study illustrates in de- 
tail the relationship between spot tv 
expenditures and sales of the leading 
advertisers. For example, the study 
shows that of the major spot tv users 
among the nation’s top 100 adver- 
tisers which increased expenditures 
in the medium, 86 per cent recorded 
sales gains. On the other hand, nearly 
half of the large advertisers who re- 
duced spot television expenditures ex- 
perienced losses in sales, according to 
the Petry analysis. 

Thus, 53 of the 100 largest adver- 
tisers spent more than 10 per cent of 
their total measured media budgets in 
spot tv last year, and of these, 15 
companies cut back from their 1957 
investments. And only eight of these 
15 firms increased sales during that 
period. Of the 38 clients who boosted 
spot television expenditures, 31 regis- 
tered increases in sales in 1958. In 
short, says the study, while 82 per 
cent of the “plus spot tv” group ex- 
perienced a sales climb, only 60 per 
cent of the total top 100 had any gains 
in what was described as an off year. 

And the “minus spot tv group,” as 
pointed out above, suffered most. Of 
the companies which fall into this 
category, only 52 per cent showed a 
sales increase. 

One of the conclusions in the Petry 
analysis: “By the yardstick of sales 
growth, the major spot tv advertisers 
who increased their activity in the 
medium scored gains 33 per cent more 
often than the average. . . . The ad- 






vertisers who cut back on spot regis- 
tered sales increases 12 per cent less 
often than the average for the top 
100.” 

The report points up a sharp swing 
to spot tv among the nation’s top ad- 
vertisers in 1958. Total expenditures 
of the top 100 in 1958 increased 4.6 
per cent over the previous year. How- 
ever, the $269.3 million which these 
companies invested in spot television 
in 1958 represented a 19-per-cent in- 
crease over 1957, as compared to a 12- 
per-cent increase in network tele- 
vision, a one-per-cent increase in 
magazines and a nine-per-cent loss for 
newspapers. 

In terms of product categories, the 
study notes, the swing to spot is even 
more dramatic. Thus, soaps, deter- 
gents and cleansers boosted invest- 
ments in the medium 68 per cent over 
1957; drugs and toiletries, 15-per-cent 
foods, 
crease; oil, 29-per-cent increase, and 
beer, 30-per-cent increase. 

The study, is based on the annua! 
Advertising Age report on the top 100 
advertisers. 

The following companies in that 
group concentrated more than 25 per 
cent of their total measured media ex- 
penditures in spot tv in 1958. 


increase; five-per-cent © in- 


Spot-Tv % of 
Advertiser Budget Total 
Adell Chemical $7,664,350 98 
American Chicle 2,355,040 44 


3,305,170 27 
9,413,530 44 
1,995,883 38 
5,202,300 62 
3,699,270 29 
9,223,910 63 
2,356,450 39 
1,690,180 36 
15,272,000 33 
6,717,450 27 
7,895,950 51 
4,022,960 33 


Anheuser-Busch 
Brown & Williamson 
Canadian Brewing 
Carter Products 
Coca Cola 
Continental Baking 
Falstaff Brewing 
Hamm Brewing 
Lever Bros. 
Lorillard 

Miles Laboratories 
National Biscuit 


THE WAY IT HAPPENED Newsfront 





HENRY RAHMEL 


...to correlate broadcast and print... 


1,877,690 37 
3,684,390 68 
3,163,000 34 
33,833,060 36 


Norwich Pharmacal 
Pabst Brewing 
Pepsi-Cola 

Procter & Gamble 


Shell Oil 3,323,630 26 
Standard of N.J. 3,102,550 30 
Sun Oil 1,769,580 35 
Texize 4,704,170 82 


United Manufacturers 3,993,850 82 
Vick Chemical 2,280,210 46 
Stanley Warner 5,678,510 84 
Warner Lambert 8,832,990 53 
Wrigley 2,071,990 30 


Study in Comparison 
If the A. C. Nielsen Co. has its way, 


the day will soon arrive when a homo- 
genous fruit salad is made of the 
“apples-vs.-oranges” comparisons of 
television vs. print advertising. With 
the supporting interest of four major 
publishers, Nielsen has embarked on 
pilot studies of print research. As in 
its tv reports, the basic common de- 
nominator the company aims for is 
“number of homes reached.” 

“We'll be trying to correlate broad- 
cast and print exposure at first,” said 
Nielsen executive vice president Henry 
Rahmel. “The scope of further re- 
search will be determined by the re- 
sults of our pilot work and by the 
amount of support received from ad- 
vertising agencies.” 

Among other future services the re- 
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They said 
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it couldn’t 


be done 


(They may be right.) 


EEN-AGE television at seven a.m.? In 
"Hewson: With news...sports...music 
... reports .. . of a kind important to 
young people? And panel discussions? LIVE? 
It’s enough to give a program manager 
insomnia: Every dawn a new problem, break- 
fast practically a midday meal, and Studio A 
full of teen-age egos five mornings a week. 
That’s what the Corinthian station in 
Houston has brought about with the new 
half-hour Ginny Pace Show. Object: To serve 
an important segment of the community— 
teen-agers, some 200,000 of whom live with- 
in tv sight of KHOU-TV—and many parents, 
eager to share in the interests of their off- 











spring. Developed with the blessings of the 
Superintendent of Schools and the encour- 
agement of PTA’s, the Ginny Pace wake-up 
show may also awaken others in the industry 
to the potential of early-morning local tv. 

The perils need not be spelled out. 
You’re aware of them and so are we. We’re 
also aware that someone has to assume 
responsibility for pioneering with new ideas 
if television is to maintain vitality and com- 
mercial effectiveness. Each station of the 
Corinthian group is encouraged to take pro- 
gram risks, to try out new ideas, to avoid 
always playing safe. Sometimes it’s good box 
office, sometimes it isn’t. It’s always healthy. 


Responsibility in Broadcasting 


fHRE GORINTHLIAM 


















KOTV 
TULSA (Petry) 


KHOU-TV 
HOuSTON (CBS-TVSpot Sales) 


KXTV 
SACRAMENTO (H-R) 


WANE-TV 
FORT WAYNE (Petry) 


WISH-TV 
INDIANAPOLIS ( Bolling) 


WANE-AM 
ForT WAYNE ( Petry) 


WISH-AM 
INDIANAPOLIS ( Petry) 





STATIONS 





search firm intends to offer is a “brand 
rating” study which will compare 
audiences for spot commercials within 
product classifications. The service 
has been tested in three markets. “Bas- 
ically,” said John Churchill, vice pres- 
ident of the broadcast division, “what 
such a study provides is both a record 
of high-activity periods for tire adver- 
tisers, detergent makers, etc., and a 
comparison of the efficiency of one 
advertiser's spot buys with those of 
his competitors.” 


Winter 1960-61 is the target date 
for release of Nielsen Coverage Serv- 
ice No. 4, said Mr. Churchill at a 
press conference itemizing the firm’s 
present and future ‘positions. The is- 
suing date will enable NCS 4 to be 
based on U. S. census data obtained 
next spring. 


While initial plans are laid for this 
country’s fourth coverage study, field 
work for the first such study in Can- 
ada is under way. A coverage survey 
conducted in Ontario last year and 
a station-index study of the Toronto 
area met with such acceptance that 
Nielsen’s Canadian affiliate will gather 
data on 239 counties in 11 provinces. 
County-by-county tv-radio ownership 
figures will be issued this month.. Sta- 
tion circulation data will follow early 
next year. Heading the list of sub- 
scribers to the study are J. Walter 
Thompson, Procter & Gamble and the 
Canadian Broadcasting Co. 


Currently in full-scale operation 
after a two-year pilot run, the Niel- 
sen instantaneous rating system is 
available to subscribers for special 
overnight studies. The mechanical 
brain, connected to about 280 tv sets 
in a panel of 225 homes in the New 
York market, provides quarter-hour 
ratings based on minute-by-minute 
compilations. Some 3,000 feet of pa- 
per tape daily records home-by-home 
detail for cumulative audience and 
duplication studies. 


This month, Nielsen extends its 
fast-growing Nielsen Station Index 
coverage to 115 multi-station mar- 
kets. By next April 146 markets will 
be surveyed, providing data on 97 per 
cent of all U. S. viewing. NSI meas- 
ures metropolitan area ratings for all 
competitive stations and each station’s 








Rates on 30's 


The growing interest of video 
advertisers in 30-second spot an- 
nouncements (see Spot Report, 
Tv AGE, Nov. 2) has caused the 
Katz Agency, Inc., to clarify the 
rates of its client stations on such 
announcements. 


More than 75 per cent of the 
Katz-represented stations have 
accepted the suggestion that two 
different rates be established for 
30’s. In station-break positions 
where only 30-second spots can 
be accommodated, the single-spot 
rate will be the combined rates of 
a 20 and an ID. In all other in- 
30-second 
ments are charged for at the 


stances, announce- 


minute rate. 

In figuring frequency dis- 
eounts and plan rates, says Katz, 
a 30-second announcement (even 
if filling the space of a 20 and an 
ID) counts as only one announce- 
ment. The 30’s must allow for sta- 
tion identification where neces- 
sary. 











total audience. According to Mr. 
Churchill, it is of particular interest 
to network advertisers wishing to pin- 
point weak areas in the network line- 
up. Such areas can then be hypoed 
with spot schedules or other activity. 

With the networks having signed 
ARB for a national metered survey 
next fall, Nielsen is moving to hold 
its position in the ratings field. 


First Things First 


Members of the American Associa- 
tion of Advertising Agencies attend- 
ing ‘its eastern annual conference in 
New York this month were reminded 
in various ways that the subject of 
all advertising—the individual view- 
er, listener and reader—was still in 


existence. 

Speaking at the creaiive session, 
Ted Patrick, editor of Holiday Mag- 
azine, said the thing to remember is 
“that you, an individual, are seeking 

(Continued on page 59) 
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1. Centrolized control panel including metering of audio, 
video, control track and master erase heads 
Better than 36 db video signal-to-noise at wide band- 
width video 


Quadrature delay lines, record and playback 


Built-in picture monitor and oscilloscope with push-button 
selection of signals 


Continuously variable winding speed 
Foot-switch on reel brakes for easy tape threading 
Air lubricated tape guides 


= ee 


Don’t settle for less than the best. See your RCA 
Representative, or write to RCA, Dept. YE-22, 
Building 15-1, Camden, N. J. In Canada: 
RCA VICTOR Company Limited, Montreal. 
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Electronic Quadrature 
Best Picturé in Seconds! 


—PLAY ANY TAPES AS THOUGH, MADE.ON 


AN ADVANCED RCA TV TAPE RECORDER! 


Electronic quadrature adjustment, as offered by 
the RCA TV Tape Recorder, assures the best 
picture alignment in seconds, even in playing 
back tapes made on recorders without the ad- 
vantages of RCA precision circuitry. 


Two sets of four precisely adjusted electrical 
delay lines are provided, one set of which is used 
during the record operation, the other during 
playback. Once set, the record delay lines need 
not be changed until a new headwheel panel is 
installed in the machine. 


The playback delay lines may be used at any time 





8. - Pe saving rack mounted design 
9. Four channel video equalizer 
10. FM deviation meter 


ll. Coarse and fine adjustment of control track phase with 
full 4-track range 


12. Simultaneous playback of program audio and control 
track during record 


13, Playback tape speed control for synchronization of two 
er more machines 


14. Tape footage indicator 
eee 








BADIO CORPORATION of AMERICA 


és AND TELEVISION EQUIPMENT - CAMDEN, N. J. 


a tape exhibits quadrature errors in playback. 
The appropriate tap switches are adjusted until 
horizontal displacement is corrected. All correc- 
tion is accomplished quickly, during operation 
of the machine. And adjustment for record error 
can be made within a very few seconds after 
playback starts. 


A tape recording can be made on an RCA 
machine with much more accuracy than with a 
machine that is adjusted mechanically. That’s 
why we say, “For the picture of pictures, tape 
it RCA and play it back on an RCA TV Tape 
Recorder.” 


15. Complete cue ch | facilities 


16. Calibrated control for measuring remaining video head lifo 


17. Automatic control of shoe positioning for protection 
against skewing in pictures 

18. Bal d shoe adjust t for protecti 
in picture 








against scallops 


19. Provisions for accurate tape splicing 
20. Master erase head 
21. Precision reel hubs for long bearing life 
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“FLIGHT” STREAKS ahead. In 12 major first-run markets where it is programmed following 
a weak adjacency, “FLIGHT’’ has seized the lead from competition with superior lead-ins— 


averaging a 60% audience gain for its time slot. What ahout second take-off? 


“FLIGHT’’ SOARS on re-runs! Early reports on the first re-run market, Milwaukee, show 
“FLIGHT” delivering a 23.0 ARB rating with the same top 53% share-of-audience scored in 
its first run — outrating a competitive Nielsen Top-Ten network show hy 64%! Furthermore, 


whether it’s first-run or re-run, it’s “first-class” all the way! 


“FLIGHT” PULLS adult audiences — people with “grown-up’’ buying power. This aviation 
adventure series attracts the highest proportion of adult viewers of any syndicated series! 


(Source: U.S. Pulse, reported by Television Age, Aug.-Oct., 1959.) 
NBC Television Films. A Division of CN j California National Productions, Inc. 
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Top spot cities 


Biggest billings not always 


from biggest market, comparison of 


FCC figures show 


hat are the top television markets in the 

United States? The cities where the popu- 
lation is the biggest? Markets with the most 
money to spend, or areas where stations sell 
the most national spot television time? 

Ask any station manager and he will tell 
you that the biggest percentage of the station’s 
gross profit comes from national spot business. 
Network programming is important, but the 
profits from the billings are comparatively small 
in many instances. Local business is vital too, 
but usually makes up a relatively small part of 
the whole. 

It is national spot billings, then, that most 


often determine whether a market is profitable 
from a television standpoint. 

In its annual study of station revenues, the 
National Association of Broadcasters found that 
the average television station received $1,054,- 
500 in time sales before deductions of agency 
commissions. Of this total, network revenues 
accounted for $290,000, or 27.5 per cent, local 
billings made up $292,100, or 27.7 per cent, 
while national spot came to $472,400, or an 
impressive 44.8 per cent. 

Comparing the FCC figures for national spot 
for every television market with three or more 
stations reveals some rather surprising totals. 


31 











New York, of‘ course, with its 
seven stations, is far ahead in na- 
tional spot business, just as it is 
in population and buying income. 
But from there on the list of com- 
parisons jumps up and down like 
a Piper Cub in a thunderstorm. 
Los Angeles is second in spot 
billings, but third in population and 
income. Chicago, third in spot, is 
second in the other two. Philadelphia, 
a rich conservative, maintains its 
fourth rank in all divisions, even 
though it has only three stations. 
Boston ranks fifth in spot totals, 
14th in population and income and 
sixth in a top-100 tv market list 
which was compiled and used by 
one of the top 10 agencies last year. 
Detroit ranks sixth in spot but fifth 
in all other categories. Pittsburgh, 
seventh in spot billings, is 15th in 
population and income—and was 
ranked ninth in the top 100 markets. 


San Francisco Eighth 


San Francisco, with. five stations, 
could do no better than eighth in the 
national spot totals, although it 
ranked seventh in the top-100 list 
and 11th in population. Cleveland is 
ninth, although seventh in popula- 
tion. 

Washington, with four stations, 
ranks 10th in population, income 
and spot, but was 14th in the top- 
100 list. 

And so the list goes. Milwaukee 
seems to have been undervalued in 
the top-100 list if the spot totals 
are important. It was 17th in the 
top 100 and is 12th in national spot. 
Cincinnati is up there in spot with 
a 15th, as compared with a popula- 
tion total which makes it 22nd na- 
tionally. Seattle is another city that 
ranks better in spot with 16th place 
than the top-100 ranking of 28th 
would indicate. Kansas City is 17th 
in spot totals but 25th in population. 

Galveston-Houston was 2Ist in 
spot, 27th on the top-100 list. Colum- 
bus was 24th and 30th, while Port- 
land, Ore., ranked 25th in spot totals 
and 35th on the top 100. 

Other cities ranking markedly bet- 
ter in spot than the top-100 estimates 
would indicate include Albany- 
Schenectady-Troy, New Orleans, 
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Denver, Sacramento, Oklahoma City- 
Enid, Tampa-St. Petersburg, Omaha, 
Rochester, N. Y., Des Moines, San 
Antonio, Spokane, Tulsa, Wichita- 
Hutchinson, Fresno, Cedar Rapids- 
Waterloo, Salt Lake City, Roanoke- 
Lynchburg, Little Rock-Pine Bluff, 
Orlando-Daytona Beach, Knoxville, 
Ft. Wayne, Madison, Wis., Evans- 
ville - Henderson, South Bend - Elk- 
hart. Several others are on the top 
spot listing but were not included 
in the top 100 markets. 

For a little more than 10 years, 
television’s growth has been the mar- 
vel of the advertising industry. Audi- 
ence, viewing, number of stations 
and billings have all zoomed from 
practically nothing to figures that 
a few years ago would have seemed 
astronomical. 

It is no secret that television bill- 
ings have grown enormously. In 1949 
total billings were just over $27 
million. In 1958 FCC reports that 
revenue from time sales alone totaled 
$951 million. 

During the same period spot bill- 
ings have grown from $7.3 million 
to $345 million, the same official 
FCC reports show. And while this 
growth has been taking place these 
spot totals have fluctuated from mar- 
ket to market. 

The accompanying table shows the 
spot totals for 1958 for all markets 
with three or more stations. It also 
reports on markets with three or 
more stations in 1957 and 1956 and 
comparative increases and decreases 
from 1956 to 1957, from 1957 to 
1958 and from 1956 to 1958. While 
FCC reports are not complete on a 
few markets, and many of those 
markets which now have three sta- 
tions did not have so many three 
years ago and so were not eligible 
for the listing, enough figures are 
available to indicate some important 
spot fluctuations. 

Taking the 1956-1958 comparisons 
as an example, one finds that there 
are 50 markets reported on by the 
FCC in both periods. For purposes 
of comparison, total spot for the 
market will be considered regardless 
of the number of stations, although 
the accompanying table notes differ- 
ences in stations reporting. 





Three markets, Hartford-New 
Haven, Sacramento and Tucson, 
gained more than 50 per cent in 
spot billings. Two markets, San 
Francisco and Tampa-St. Petersburg, 
were in the bracket gaining between 
40 and 50 per cent. Six markets, 
New York, St. Louis, Indianapolis. 
Bloomington, Cincinnati, Miami-Ft, 
Lauderdale and Wichita-Hutchinson, 
were up more than 30 per cent. 

No fewer than 16 markets were 
up more than 20 per cent: Los 
Angeles, Chicago, Philadelphia, 
Detroit, Cleveland, Minneapolis-St. 
Paul, Baltimore, Buffalo-Niagara 
Falls, Portland, Ore., Atlanta, Al- 
bany-Schenectady-Troy, Denver, Nor- 
folk - Portsmouth - Newport News- 
Hampton, Phoenix - Mesa, Wilkes - 
Barre-Hazleton-Scranton and Knox- 
ville. Another seven markets showed 
a smaller increase, including Mil- 
waukee, Kansas City, Memphis, Des 
Moines, Charleston-Oak Hill, Hunt- 
ington - Ashland, Little Rock - Pine 
Bluff and Colorado Springs-Pueblo. 

There have been some interesting 
changes in spot position during the 
past year or two. While there have 
been no changes in the last year in 
the top seven markets, San Francisco 
moved up from ninth to eighth place, 
St. Louis jumped from 12th to 11th 
and Cincinnati from 18th to 15th. 
Minneapolis-St. Paul is up from 16th 
to 14th and Hartford-New Haven 
from 21st to 19th. 

One of the interesting aspects of 
the top spot markets listing is the 
importance of the top markets in the 
over-all picture. 

The first 10 markets account for 
billings of $145 million of the $345 
spent on national spot in the entire 
country—42 per cent of the na- 
tional total. Add the next 10 and 
the top 20 account for $189 million, 
34 per cent of the total. 

Going on down the list, the top 
30 sold $221 million in national spot 
—6A4 per cent of the national total— 
the top 40 cities $242 million, or 
70 per cent, and the top 50 $257 
million, or 74 per cent. 

The top 70 spot markets included 
in the FCC figures account for $274 
million in billings, or 80 per cent 
of the entire national spot total. 
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Top Spot Markets of the U. S. 


With comparison to population, income and agency top 100 tv markets. 
Dollar and percentage comparisons of 1958, 1957 and 1956. 
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; aoe S ca cae FCC Increase CC Increase FCC Increase 
aoewxt £& & Spot 1958 (Decrease) Spot 1957 (Decrease) Spot 1956 (Decrease) 
New York 1 1 1 1 7 $43,633,896 37.67 $31,695,429 (.03) $31,704,963 37.62 
Los Angeles 2 3 2 8 7 __ 21,547,996 11.19 19,378,735 16.05 16,698,440 29.04 
Chicago 3 2 3 2 4 19,852,448 18.25 16,789,153 7.17 15,666,289 26.72 
Philadelphia 4 4 4 4 8 12,169,328 15.76 10,512,590 7.54 9,775,734 24.49 
Boston 5 14 6 14 38. 10,081,360 — _- — he” ded 
Detroit "Oe We Se 8,729,106 9.70 7,956,892 11.66 7,125,928 22.50 
Pittsburgh 73 9 8 8,618,156 28.87  *6,687,503 — aay Oo 
San Francisco 8 11 7 6 5S  *7,504,311 25.76  +*5,967,286 13.75 5,246,102 43.05 
Cleveland ’.2 3 £23 7,328,300 19.49 6,132,802 2.37 5,990,592 22.33 
Washington 10 10 14 10 4 5,669,044 24.64 4,548,322 (6.55) 4,867,280 16.47 
Total Top 10 Spot Markets $145,133,945 42 per cent of National Total 
St. Louis ll 9 10 12 38 5,453,855 33.63 4,081,290 (1.83) 4,157,438 31.18 
Milwaukee 12 12 17 13 4 4,822,598 13.26 4,257,954 (4.43) *4,455,469 8.24 
Indianapolis = j3, 0 91 04 ~—4,510,236 18.65 *3,801,438 9.83 $3,461,270 30.31 
Bloomington 
ag _ - 3 Se 4,360,940 17.86 3,700,075 4.81 3,530,245 23.53 
Cincinnati 15 22 13 23 3 4,336,947 24.59 3,481,095 9.12 3,190,263 35.94 
Seattle 16 19 28 16 5 4,244,478 13.86 3,727,689 4.55 3,565,346 19.05 
Kansas City 17 25 16 20 3 4,206,926 5.74 3,978,735 01 3,978,281 5.75 
Baltimore 18 615 9 8 4,192,395 16.62 3,594,854 11.11 3,235,395 29.58 
Hartford 19 © 11 © 4 *4,135,175 30.30  *3,173,587 21.48 2,612,542 58.28 
New Haven 
Baliye 20 © © © 4 *3,810,010 19.01 3,201,404 624  *3,013,267 26.44 
Niagara Falls 
Total Top 20 Spot Markets $189,206,801 54 per cent of National Total 
Galveston 21 ° 27 ° 8 3,806,012 7.40 3,543,899 4.07 3,405,279 11.77 
Houston 
Miami So iy “ 4 
i eieaiteda - ae 4 3,739,250 21.64 3,073,946 9.25 2,813,661 32.90 
i 23° 18 © 4 3,607,315 687 3,375,570 8.03 3,124,548 15.45 
Columbus 24 28 30 26 3 3,457,999 16.07 2,979,337 (3.73) 3,094,819 11.74 
Portland, Ore. 25 34 35 33 3 3,427,819 19.72 2,863,231 .23 2,856,608 20.00 
Atlanta 26 26 20 29 3 3,116,536 10.66 2,816,263 12.73 2,498,168 24.75 
Albany 
| sckencctady 27 ° 41 © 8 2,903,186 30.19 2,230,332 (2.02)  *2,276,346 27.54 
Troy 
New Orleans 28 17 40 22 3 2,749,199 11.93 2,456,108 — — 
Denver 29 23 56 24 4 2,758,745 16.33 2,371,395 6.99 2,216,387 24.47 
Sacramento 30 77 45 58 3 2,683,765 23.18  *2,178,732 26.25 1,725,677 55.52 





Total Top 30 Spot Markets $221,456,627 64 per cent of National Total 
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Top Spot Markets of the U. S. (cont'd) 








z 
= 
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¢ 8 & & 
RS, Bite aa 
3 ere tee Bee 
4. 2.8 
©. 3 & 2 & % "57-58 % "56-57 % "56-58 
= ts fe a FCC Increase FCC Increase FCC Increase 
ie ae, ae Ae Spot 1958 (Decrease) Spot 1957 (Decrease) Spot 1956 (Decrease) 
Flint 
Lansing 
. i OS, ee *2,479,637 _ —_ oe _— a 
Saginaw 
Bay City 
Memphis 32 27 29 32 3 2,434,880 (2.13) 2,487,929 8.84 2,285,905 6.52 
Harrisburg 
Lancaster Sos 5 * 
York 33 6 2,202,946 _- —_— _ — om 
Lebanon 
geen a ae a. a? a) | OS age 
Enid 
age 5 ° 62 ° 2,118,666 20.51 1,758,080 23.07 1,428,560 48.31 
St. Petersburg _" 
Omaha 36 42 46 46 3 2,058,182 _— — — — os 
Norfolk 
Portsmouth Rs 2 e 
Meaaiaeh Bows 7 ° ° 4 2,013,988 45.86 *1,380,745 (15.20) 1,628,333 23.68 
Hampton 
Rochester, N.Y. 38 39 54 37 3 1,824,415 2.71 1,776,210 (8.16) 1,933,985 (5.67) 
Des Moines 39 60 65 35 3 1,793,169 -96 1,776,053 7.85 1,646,727 8.89 
Altoona i 
Sobsistown 40 19 1,753,191 — — —_ _ _ 





Total Top 40 Spot 


Markets $242,332,313 70 per cent of National Total 











San Antonio 
Spokane 
Tulsa 
Wichita 
Hutchinson 
Springfield 
Decatur 
Champaign 
Charleston 
Oak Hill 
Huntington 
Ashland 


Fresno 


Cedar Rapids 


Waterloo 
Portland 


Poland Spring 


Richmond 
Petersburg 


41 
42 
43 


At 


45 


o BRS 


71 
77 
55 


60 


35 
65 
49 


° 


735 106 


o Owe 


3 


1,742,904 
1,619,301 
1,580,509 


1,541,439 


1,536,368 


1,465,708 
1,457,154 
1,282,058 
1,277,015 


1,275,493 


(1.58) 
10.00 
1.66 


11.81 


5.20 


(5.04) 
1.14 


*1,770,885 
1,472,102 
1,554,683 


1,378,678 


1,393,217 


1,534,438 
1,267,555 


(12.83) 
(9.92) 
11.23 


21.28 


(4.40) 


(4.99) 


2,031,509 (14.21) 


1,634,270 
1,397,755 


1,136,798 


1,457,401 


1,334,139 


(.92) 
13.07 


35.59 


57 


3.90 





Total Top 50 Spot Markets $257,110,262 74 per cent of National Total 











*Not all stations operated the full year in this market 
tOne fewer stations than in 1958 


tOne fewer stations than in 1957 


© Area does not compare with that included in FCC totals 
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f the amount of time, talent, money 
I and effort spent in broadcast ad- 
vertising for singing commercials, 
musical themes and just plain jingles 
is any criterion, music hath charms 
not only to soothe the savage breast 
but also to induce therein a yen to 
buy practically everything from 
A(eroshave) to Z(est). 

Advertisers, taking their cue from 
the old Irving Berlin standard, have 
been saying it with music since the 
halcyon days of radio up to the tele- 
vision present with its melodic urg- 
ing of the American public to see the 
U.S.A. in their Chevrolet, to be so- 
ciable and have a Pepsi, to feel really 
clean for the first time in their lives, 
to know the real joy of good living 
by moving up to quality and Schlitz 
and to wonder where the yellow went, 
among many, many other such lyrical 
exhortations. 

There can’t be much doubt after 
all these years that the musical com- 
mercial is one of the most important 
and effective broadcast selling imple- 
ments. In some instances it’s not at 
all unusual for an entire advertising 
campaign in all media to be based 
on the tone and approach suggested 
by a panegyric lyric set to a catchy 
tune, with the musical theme carried 
out in print copy and artwork. 

Many advertisers and advertising 
agencies — particularly the smaller 
ones — are hesitant, however, at be- 
coming involved in singing commer- 
cials because of unfamiliarity with 
musical production and techniques, 
lack of a creative musical staff 
and/or ignorance of the complexities 
of union rates and rules regulating 
the production and performance of 
song material. 

Still other advertisers and agen- 
cies shy away from music in their 
commercials because of being in- 
fluenced by exposure to some of the 
banal (at best), offensive (at worst), 
poorly produced jingles that clutter 
up too much of the broadcast day, 
or because of a previous unhappy 
experience with the cheap kind of 
singing commercial that is ground 
out at the lowest quality level. 

To help those sponsors and their 
agencies who are not equipped to 
help themselves musically—and even 


those who are—is the raison d’étre 
for a small group of independent pro- 
ducers of musical commercials for 
television and radio, among whom 
one organization, Phil Davis Musical 
Enterprises, Inc., stands out by vir- 
tue of its 10 years in the business 
and its impressive roster of clients. 

Over the past decade the Davis 
firm has created and executed musi- 
cal campaigns for Aeroshave, Atlan- 
tic Gas, Bab-O, Barbasol, Busch Ba- 
varian beer, Borden’s instant coffee, 
Camay soap, Campbell’s pork and 
beans, Carling’s Black Label beer, 
Chevrolet used cars, Dodge cars and 
trucks, Falstaff beer, Gillette, Ipana 























toothpaste, Johnson’s wax, Kellogg, 
Maxwell House coffee, Northeast Air- 
lines, Pepsodent, V-8 vegetable juice, 
Welch’s grape juice, Wilson’s meats 
and Zest soap, among a good many 
others. 

Phil Davis, composer, lyricist, con- 
ductor and head of the organization 
that bears his name, has this to say 
of his operation: “We don’t just 
write jingles for ads. Our function 
is to give musical guidance to smaller 
and medium-sized agencies without 
large creative staffs. We help them 
set their approach to a particular 
advertiser’s campaign, and we work 
closely with them on the whole cam- 
paign. 

“Our staff includes four music ar- 


(Continued on page 63) 





Music 
makers 


Phil Davis (c.), agency man Al Fisher (l.) and head arranger Nemo Pau 


Phil Davis Enterprises 
survey shows 

that agencies prefer 
specialized 


musical services 









November 16, 1959, Television Age 35 


Burns talks about color 











John L. Burns was born Nov. 16, 
1908, in Watertown, Mass. Son of 
Michael P. and Ellen B. Burns, he re- 
ceived his elementary and high-school 
education there. In 1930 he graduated 
from Northeastern University in Bos- 
ton with a degree in electrical engi- 
neering. In 1931 he earned a Master 
of Science degree from Harvard, 
where he served as assistant to the 


famous metallurgist, Professor Albert 
Sauveur, from 1931 to 1933. 

In 1934 he received a Doctor of 
Science degree from Harvard. 

After a year as assistant professor 
of metallurgy at Lehigh he joined Re- 
public Steel as a laborer. In the next 
seven years he rose to become director 
of metallurgical laboratories for Re- 
public. In 1941 Mr. Burns became a 
partner and vice chairman of the ex- 
ecutive committee of Booz, Allen & 
Hamilton, management consultants, 
where, during the next 15 years, he 
and his firm made studies and imple- 
mented programs for about one-third 
of the 100 largest manufacturing cor- 
porations in the U.S. 

For 10 years he was consultant to 
RCA, and on Jan. 15, 1957, he was 
elected president and a member of the 
board. Familiar with the corpora- 
tion’s problems and keenly alert to the 


. possibilities of the rapidly expanding 


electronic field, Mr. Burns has directed 
company energies into development of 
new products, boosted sales and 
profits. 

An alert strategist with an eye for 
national welfare as well as public re- 
lations, it was John Burns who sensed 
the importance of letting people see 
and hear the famous Khruschev-Nixon 
“kitchen debate” at the U.S. exhibit 


in Moscow. Present with the Nixon 
party, he slipped a tv tape of the ex- 
change to an American executive who 
left that night for home, giving Amer- 
icans a front-row view which no mere 
printed word could duplicate. 

A tireless seeker of facts, Mr. Burns 
shows the scholar’s interest in every 
subject but follows with special en- 
thusiasm any observation on elec 
tronics—particularly television. 

In his third year as head of RCA, 
president Burns points with satisfac- 
tion to the fact that color-set manufac- 
ture is no longer in the red. His blue 
eyes twinkle when he observes that 
while RCA would welcome the support 
of other companies, they have lived 
with color long enough to know it 
well. Regardless of other corporate 
decisions, his company will continue 
its development. Color television, Mr. 
Burns believes, is no longer just 
around the corner, it is dead ahead 
and RCA has drawn a bead on it. 

Diverse interests make Mr. Burns 
an active participant in civic, educa- 
tional and national affairs. He has re- 
ceived many honors and is a member 
of many clubs and organizations. He 
makes his home in Greenwich, Conn., 
with his wife, the former Beryl Spin- 
ney, a son, John Spinney, and a 
daughter, Lara Lacey. 





' Exclusive interview: 
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Mr. Burns, many of us feel wide 
use of color must necessarily be 
the next “big” development in 
television. Do you think that 
events so far in 1959 justify the 
opinion that color is about to 
emerge from its period of incuba- 
tion to become a major factor? 


One of the most encouraging as- 
pects of television in 1959 is the 
tremendous surge of interest and en- 
thusiasm for color that is developing 
in many quarters—among dealers and 
distributors, among the public and 
among special groups such as adver- 
tisers and tv critics. 

We've noted an impressive increase 
in dealer and distributor interest in 
the past few months. There are even 
some dealers now who sell only color 
models, Others report that their color- 
tv volume in dollars often equals that 
in black-and-white. In some cases 
dealers have taken on the RCA Victor 
line just to get color tv. 

Around the country, our distribu- 
tors have held a series of dealer meet- 
ings to plan their fall and winter color 
tv promotions and set out their. mer- 
chandising plans. All distributors re- 
port that their dealers are excited 
about color sales plans and feel that 
there is real money to be made in color 
right now. They report more dealer 
enthusiasm than at any time since 
color was introduced five years ago. 

This is extremely important because 
in the past many dealers were not 
actively promoting color, and their 
lack of effort was a major deterrent to 
getting color off the ground. Where 
dealers actively promoted, demon- 
strated and merchandised color, they 
sold it at a profit. 

Also of importance are the widely 
recognized facts that almost 11 per 
cent of all television receivers sold 
today become “second” sets in the 
home, that black-and-white tv sales 
are on the decline due to some 87-per- 
cent saturation of the market and that 
there has been a trend toward lower- 
priced sets. Thus color television is 
the only economic answer for dealers 
as well as for set manufacturers. 

These facts, coupled with the rise in 
discretionary income, should lead to 
a greater sales effort by dealers and a 
resulting increased demand by the 


buying public for color receivers. 

We are greatly heartened by the 
increasing number of broadcasters 
who are producing expanded local 
programs in color. Experience has 
shown that in markets where local 
broadcasters are originating their 
own programs, the rate of acceptance 
of color is very good. 


Color Much Praised 


Almost without exception, the 
nation’s tv editors and critics are 
overwhelmingly lavish in their praise 
of both color programming and the 
quality of the receivers. A recent poll 
showed that 96 per cent of the critics 
are favorably impressed with color. 

Major network advertisers, especial- 
ly in the automotive field, are becom- 
ing increasingly enthusiastic about 
color television. For example, of the 
$70 million invested by auto com- 
panies in network television this pres- 
ent season, more than half will repre- 
sent programs in color. This is a 
dramatic endorsement of the power of 
color television. 

Thousands of independent service- 
men have purchased color tv sets to 
equip themselves for servicing color 
sets. The enthusiasm of the typical 
serviceman is now tremendous. And 
an enthusiastic serviceman is a power- 
ful salesman. 

The high rate of customer satisfac- 
tion is another important factor. 
Recent surveys by the Crosley Broad- 
casting Corp. and other important or- 
ganizations asked color tv set owners 
how they liked their sets. Eighty-five 
per cent said: “The quality of color 
is excellent—set performance very 
good.” Of the remaining 15 per cent, 
nine per cent expressed complete 
satisfaction; only six per cent asked 
for better performance. The satisfac- 
tion rate is even higher than auto- 
mobiles get. We know that the satisfied 
customers are helping us sell many 
additional color sets to their friends 
and neighbors. 


Over several years many of 
color’s supporters have repeated- 
ly felt the time was right for its 
emergence, and yet its growth 
continued at a very modest pace. 
Why do you feel that this time 


the upturn will be more substan- 
tial? 

During the five years since the in- 
troduction of color tv, notable prog- 
ress has been made in every phase of 
this new art, science and business. 
Color, like any other new product, 
has had to go through an incubation 
period. 

The length of time of incubation 
is longer for consumer durables than 
for consumer disposables—and it is 
longer for large-ticket items than 
smaller-ticket items. Some innova- 
tions were also involved in color tv. 
But time (and economics) do cure all 
wounds, 

In charting the progress of a new 
product, we sometimes use a flattened 
“S” curve. On such a curve, color has 
now advanced along the base to a 
point just before the sharp rise. There 
are any number of factors that could 
set off such a rise. As I pointed out 
earlier, there are now unmistakable 
signs of genuine enthusiasm and ex- 
citement about color tv. 


Some people, even some in the 
advertising business, still say that 


color sets do not give satisfactory 
pictures, or that they are waiting 
to buy until “prices come down.” 
What is your reaction to this? 


People who say that color sets fail 
to provide a satisfactory picture are 
most likely people who have not seen 
color tv in their own home. Color tv 
set owners, by the thousands, have 
been so enthused over the reception 
and performance of their receivers 
that they have taken the time to write 
us about their great satisfaction. 

As to the second part of the ques- 
tion, the main reason why some peo- 
ple are waiting for prices of color sets 
to come down is that they recall the 
price reductions of black-and-white 
sets, Basically, today’s color sets in- 
corporate all of the advances and re- 
finements of black-and-white sets— 
the advance being reflected in the 
price. 

Color tv sets are actually two sets 
in one, since they are capable of re- 
producing color and black-and-white 
programs. Current prices of color sets 
now run as low as $495. We anticipate 


(Continued on page 56) 
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1955 


In the fall of 1954 the Television Bureau of Advertising 
was formed “to promote the broader and more effective 
use of television as an advertising medium at all levels 
. . . to inform present and prospective advertisers con- 
cerning the productive use of television advertising . . . 
and to foster continued progress and development of 
television as a medium of advertising . . .” 


Oliver Treyz, director of the ABC Radio Network, was 
chosen first president of TvB, taking office Dec. 1, 1954. 
and Norman E. Cash, eastern sales manager of ABC. 
was named director of station relations. Headquarters 
were set up at 444 Madison Ave., New York, other key 
executives were employed, and by Jan. 1, 1955, the Tele- 
vision Bureau was a going concern with 52 supporting 
members. 


Spade work for the new organization was done by its 
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TvB ... the first five years 


Annual meeting November 20th 
in Chicago marks fifth 


anniversary of founding 





first board under the chairmanship of Clair R. McCol- 
lough, wcat-tv Lancaster. The board, above, included 
(1. to r.): W. D. Rogers Jr., kpuB-Tv Lubbock; Henry 
W. Slavick, wmct Memphis; Campbell Arnoux, WTAR- 
tv Norfolk; Mr. McCollough; Mr. Treyz; Richard A. 
Moore, xttv Los Angeles; Roger W. Clipp, WFiL-TV 
Philadelphia; Merle Jones, CBS-TV, and George B. 


Storer Jr., Storer stations. 


In 1954 all advertising revenues totaled $8.16 billion. 
Tv obtained $809 million, or 9.9 per cent of the total. 


Television homes totaled 29 million. There were 413 sta- 
tions on the air. By November TvB membership grew 
to 174; there were 20 staff members. Total advertising 


in 1955 was $9.19 billion. of which $1.02 billion was) 


spent in tv, 11.1 per cent of the total. Tv homes jumped 
to 34 million. 
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As the months passed, TvB continued to grow in size 
and usefulness, not only to its members but to agencies 
and advertisers as well. Sales tools which were created 
during 1955 included “Case of the Curious Quintiles,” 
“The Woman with the Billion-Dollar Reach,” “The 
Three Hows of Television,” “The Pinpoint Concept of 
Television” and the now widely accepted spot-television 
expenditure reports. These were joined by additional 
studies and formats, and in principal cities across the na- 
tion the bureau presented a series of “Cellomatics,” 
graphically illustrated lectures, impressing the advertis- 
ing fraternity not only with the size but the selling power 
of the medium. 


Membership continued to grow. The first national repre- 
sentative to join was Blair-Tv. Shown, lower right, are 
Oliver Treyz, William Weldon of Blair-Tv and Ray Nel- 


son, head of station relations for TvB at the time. 





As more and more advertising men in leading cities saw 
the TvB Cellomatics, interest snowballed. Everywhere 
the Television Bureau speakers found capacity crowds 
who listened to the facts on tv with apparent attention. 
Shown below is part of the audience at the San Fran- 
ciso Cellomatic in July 1956. With the resignation of 
Mr. Treyz, Mr. Cash became president of the bureau 
in October. Here, he takes part in the presentation in 
Boston. More selling tools were added: “Tv Viewing 
Barometer,” “Selling Your Customers with Television,” 
and “Advertising’s All-Purpose Working Tools.” 


TvB membership had grown to 236 members at the 
second annual meeting. There were 30 staff members. In 
1956 advertising revenue climbed to $9.9 billion, with 
$1.2 billion, or 12.2 per cent, invested in television. Total 
stations increased to 471 and television homes to 38 
million, or 76 per cent of U. S. homes. 
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1957 found the Television Bureau bustling with new 
ideas and new projects. Among these were “Television 
and Your Corporate Image,” “TvB Spot Television 
Sampler,” “Tv Basics,” “Summer Television,” “The Vi- 
sion of Television,” “Total Market Coverage of Tv and 
Newspapers” and “The Other Side of Radio and Tv.” 
A San Francisco office was established in May, with 
Walter McNiff as director. He is shown above with pres- 
ident Norman Cash in the west-coast headquarters. 


Throughout the year TvB executives were active on 
many fronts. In addition to physical expansion, many 
special studies were made for individual advertisers and 
agencies. Plans were drawn by TvB experts for cam- 
paigns by advertisers anxious to test the medium. New 
techniques were worked out where old methods had 
proved less than 100 per cent satisfactory. 


One segment which received particular attention was the 
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expansion of activities to interest retailers in the use of 
television. Under the guidance of retail sales chief How- 
ard Abrahams, individual merchants were given spe- 
cial sales help. Typical was the special “white sale” 
promotion which started in one store with the coopera- 
tion of Springs Mills and proved so successful that it 
was used in a number of other stores as well. Shown, 
at right above, where they had gathered to check re- 
sults, are (1. to r., seated) Pell Foster, Springs Mills; 
Tim Cooper, buyer for Edward Malley Co.; Roger 
Heisler, Springs Mills, and (standing) Howard Masch- 
meier, Triangle Publications radio and tv sales execu- 
tive: Lou Sirota, assistant director of retail sales, TvB; 
Lisa Gentry, manager for co-op, TvB; John Cundiff, 
wnuc-tv New Haven sales manager, and Chet Cooper, 
WNHC-TV production manager. As 1957 came to an end, 
TvB counted its membership at 238, and staff members 
came to 37. 
















While 1958 is considered a recession year, both the 
Television Bureau and the television percentage of total 
advertising expenditures forged steadily ahead. Of total 
advertising expenditures of $10.3 billion, $1.35 billion 
was television—13 per cent of the whole. All other media 
except television declined in volume in 1958. 


During the year the bureau assumed responsibility for 
reporting network television billings and advertising 
investments by brand in a pattern similar to that of the 
highly successful spot reports. This was also the first 
year for regional sales clinics. 


The Television board, at right below, in 1958 included 
(Il. to r., seated) Roger W. Clipp, wrtt-tv Phila- 
delphia (secretary) ; Joseph J. Weed, Weed Television; 
Norman E. Cash, TvB president; Lawrence H. Rogers 
II, wsaz-tv Huntington (chairman) ; George Storer Jr., 
Storer Broadcasting Co. (treasurer); Alexander W. 





Dannenbaum, Westinghouse Broadcasting Co.; Payson 
Hall, Meredith Publishing Co., and (standing) Craig 
Lawrence, CBS-TV; Glenn Marshall Jr., wixt Jackson- 
ville; John P. Blair, Blair-Tv; P. A. Sugg, NBC-TV; 
Otto Brandt, k1Nc-Tv Seattle; Robert R. Tincher, wuTN- 
tv Huntington; Gordon Gray, wor-tv New York, and 
Sterling C. Quinlan, ABC Television. 


At the 1958 annual meeting the election of four new 
vice presidents was announced. Shown here (I. to r.) 
Lawrence H. Rogers, TvB board chairman, congratu- 
lates Howard Abrahams, vice president for retail sales; 
Leon Arons, vice president for research; John Sheehan, 
vice president for national sales, and George G. Hunt- 
ington, vice president and general manager. 


As the year ended, TvB membership stood at 239. A 
total of 43.5 million homes, 85 per cent, owned television 
receivers. 


















Sales clinics, off to a good start in 1958, continued to 
gain importance in 1959. Sixteen were held in as many 
cities, giving every TvB member an opportunity to at- 
tend and to send his sales executives. Cities in which 
meetings were held included Winston-Salem, Jackson- 
ville, Dallas, Chicago, Chattanooga, Minneapolis, Syra- 
cuse, St. Louis, Cleveland, Omaha, New York, Los An- 
geles, San Francisco, Boston, Portland, Ore., and Salt 


Lake City. 


While team personnel changed from time to time dur- 
ing the long series of meetings, typical was that in Chi- 
cago shown at right below with (1. to r.) George Hunting- 
ton, vice president and general manager; James Hirsch, 
director of sales, and William MacRae, director of sta- 
tion relations. Every meeting drew attentive television 
executives who watched and learned from actual demon- 
strations of selling techniques, as shown in the center 


1959 
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photograph. A group attending the San Francisco clinic 
is shown at left (1. to r.) including Richard Loftus, 
CBS-TV Spot Sales manager, and Ralph Daniels, CBS. 
TV Spot Sales, both of San Francisco, and Walter Me. 
Niff, TvB’s west-coast manager. 


In the current year the Television Bureau has added 
more worthwhile studies to its mounting library of ad- 
vertiser and station sales helps, including “How to 
Reach People,” “How Strong the Weekly Sunday Sup- 
plement,” “How Big is Big,” “Salespower,” “Maximum 
Exposure, Minimum Expense” and the Peter Pan study. 
Television is continuing its dramatic growth, and TvB 
estimates that network television will total $773 million 
this year, an increase of 9 per cent. Spot is expected to 
total $464 million, up 17 per cent over last year, and 
total tv revenues are predicted to be in the neighbor- 
hood of $1.5 billion, 12 per cent ahead of 1958. 

















As the fifth annual meeting begins, TvB has a number 
of active projects. One of the most important currently 
is the Penn State study of all communication which is 
well under way. President Cash says: “At Penn State 
U., scientific data is being researched which will even- 
tually provide valuable information for the more effec- 
tive use of television. Rather than offering mountains of 
numerical tabulations, this research will explore the un- 
known channels of basic communication; how a given 
stimuli can produce the most effective response.” Below 
at right one of the Penn State researchers conducts a 
television experiment. 


Another important project is that being conducted in 
cooperation with the Indiana specialty store, Patterson 
Fletcher. Here TvB is mapping a year-long campaign 
designed to focus the attention of the retail sales field 
on the effectiveness of tv. With the help of the Fort 


Wayne store and Corinthian station WANE-TvV TvB has 
studied records of the store, planned the advertising 
schedule and will evaluate results. Shown meeting below 
are (1. to r.) Lou Sirota, TvB assistant director of re- 
tail sales; Dwight Shirey, president of Patterson 
Fletcher; Norman E. Cash, TvB president, and Howard 
Abrahams, TvB vice president, retail sales. The adver- 
tising schedule at the store is now under way. 


TvB executives are enthusiastic about the future of color. 
Says Mr. Cash: “The sale of color tv sets appears to be 
ready to make the big move.” This will have broad im- 
plications to the industry, he believes. The Television 
Bureau plans further growth. Improved and greater 
service to the industry will be offered, and, as a corol- 
lary, the bureau itself will keep pace. In line with this, 
a move to new quarters at 1 Rockefeller Plaza is sched- 


vled for 1960. 














Witness for prosecution 


Agency executive takes sharp exception 


to views of anonymous defender of triple spot 


In the November 2nd issue of TELE- 
VISION AGE there appeared an article 
in defense of the practice of triple 
spotting written by a veteran tele- 
vision station man who operates a vhf 
station in an important market but 
whose identity, for obvious reasons, 
was undisclosed. The following re- 
buttal has been written by Lee Rich, 
vice president in charge of media at 
Benton & Bowles and one of the most 
outspoken critics of triple spotting in 
the industry. 


M r. “Unidentified Station Man- 

ager” has certainly taken his 
time in entering the triple-spotting 
discussions. Or else, the first full 
bloom of this fall’s spot business has 
had its effect upon him. 

In fact, if you will permit me a 
paraphase, “Methinks this station 
manager doth protest too much.” In- 
stead of triple spotting he might well 
have discussed the field of economics 
and chosen as his topic “The Law of 
Supply and Demand.” 

All of us know, only too well, that 
good spot availabilities are very tight 
at this time. We also know that as the 
supply decreases, the buyer is more 
and more at the mercy of the seller. 
However, this factor is in itself no rea- 
son to revert to unacceptable practices. 

I do not believe it to be necessary 
to engage in a long discussion on the 
pros and cons of triple spotting. The 
advertisers and their agencies have 
made their position very clear in this 
instance. We all feel that triple spot- 
ting adversely affects television in two 
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major ways—namely, the appropria- 
tion of time that is bought and paid 
for by a national network advertiser, 
and the diminution of effectiveness 
that occurs when three commercials 
are run back to back. 

It may interest this station manager 
to know that many station managers 
did not agree with our actions. Fur- 
thermore, nobody “rolled over dead” 
when we made our original request to 
end triple spotting. It was only after 
a long and arduous campaign that we 
achieved our objectives. 

My undisclosed protagonist has 
made some reference to the historical 
origin of the 30-second network break 
in radio and facetiously suggests that 
television, as a “copy cat,” adopt the 
current radio practice of a commer- 
cial every three minutes. Expanding 
upon his all-media knowledge, he 
comments upon the “hodgepodge” of 
advertisements in daily newspapers. 
Again, I do not think a defense of or 
an attack upon either radio or daily 
newspapers is apropos. 

However, I do think a comparison 
is certainly justified. Need I remind 
this gentleman that in 1958, the last 
year for which full figures are avail- 
able, television was the only major 
medium that showed an increase over 
the preceding year. He must also 
know that for the first six months of 
1959 spot-television revenue increased 
at a faster rate than did network tele- 
vision. I must ask, does he wish to 
assume the responsibility of reversing 
this trend? 

I would like to make one more al- 





LEE M, RICH 


lusion to this comparison with other 
media. He refers to the challenge of 
reaching consumers as a “sporting” 
one. While many of the participants 
in our industry have strong sports 


‘ 


backgrounds and interests, it must be 
apparent to this station manager that 
we are not engaged in “games,” but 
rather in a bitterly competitive busi- 
ness. 

The unidentified defender of triple 
spotting attempts to justify it by citing 
the commercial losses to a station that 
eliminates this practice. Certainly, 
there is less commercial time avail- 
able, but might this reason be used to 
justify quadruple and quintuple spot- 
ting? Is the reason for a station's 
existence merely to provide availabili- 
ties? Don’t they have a responsibility 
to their advertisers to provide an 
atmosphere that will help rather than 
hinder the effectiveness of the com- 
mercials? 

(Continued on page 63) 
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Mail order success 


Station cooperation helps make tv pay off for White House records-by-mail firm 


~— 
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Campaign conference: Vie Lindeman, buyer Widener 


46% he most important factor in 

operating a successful mail- 
order campaign on television,” said 
Victor Lindeman Jr., vice president of 
Victor & Richards, Inc., New York, “is 
a very close relationship between the 
client and the local station. If the 
station is cooperative and enthusiastic 
about helping the advertiser sell mer- 
chandise, it can get renewed schedules 
throughout the season.” 

As explained by Mr. Lindeman, 
who serves as tv-radio director of the 
agency, it is the establishment of this 
“personal relationship” which has 
enabled the White House Co. to qua- 
druple its record-by-mail business dur- 
ing the years it’s advertised through 
tv spot. 

“We have developed a certain num- 
ber of rules,” he noted. “For instance, 
we never place our commercials on a 
break between two programs. We've 
found that spots within a show get a 
greater measure of concentration from 
the viewers. With a mail-order adver- 
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tiser, you must have the complete at- 
tention of the audience. Our commer- 
cials aren’t like those for a toothpaste 
or soap where you can listen with one 
ear and catch the name. To sell the 
product, we must get the viewer to 
write down the name of the item, the 
station’s call letters, phone number or 
address and the price he must pay. 

“And we have ideas as to the best 
kind of time to buy, the proper length 
for our commercials, etc.—but more 
important than all of these is the per- 
sonal equation we establish with the 
station.” 

As examples of the kind of coopera- 
tion required, Mr. Lindeman said the 
station carrying spots for White House 
or the agency's other mail-order 
clients must be aware of two things: 
first, that the advertiser will get the 
customer’s merchandise to him within 
a reasonable length of time and, sec- 
ondly, that all merchandise offered is 
fully guaranteed and returnable for a 
refund in event of any dissatisfaction. 


Most problems arise, he noted, when 
a customer phones the station two or 
three days after placing an order and 
Ww ants to know Ww hy the records haven't 
arrived. “It involves a certain amount 
of time and trouble to explain to the 
customer such things as the fact that 
the advertiser has thousands of orders 
to fill and ship from the New Jersey 
plant, but the stations we’ve worked 
with over the past six years make the 
effort and keep the customer. In some 
instances, we've supplied the stations 
with records specifically to send to 
complainants. We'd rather the cus. 
tomer received a free record than be 
unhappy.” 

In selling its 21 Top Hits, Christmas 
records, spirituals and other musical 
collections, the agency doesn’t seek 
merchandising aid from stations. With 
no local retailers, it can use little in 
the way of window displays, banners, 
etc. 

“What we look for,” said timebuyer 
Lucille Widener, “is the kind of man- 
agenment that will automatically move 
a spot into a better position if one 
opens up, or see to it that the live tag 


(Continued on page 62) 


Tv keeps rock-n-roll rollin’ 





Wall Street Report 


SYLVANIA OFFERING. One of the 
most interesting securities for inves- 
tors in the tv industry was offered 
early this month when Sylvania Elec- 
tric Products, Inc., offered $25 million 
of 514-per-cent sinking fund deben- 
tures due in 1984. 

The issue is interesting for several 
reasons: (a) it offers a handsome in- 
come to investors for a 20-year period ; 
(b) Sylvania was merged into Gen- 
eral Telephone Corp. on March 5, 
1959, and is now part of the renamed 
General Telephone & Electronics 
Corp.; (c) the news disclosed as a 
result of the offering, which indicates 
among other things that while there 
is a rapidly growing demand for such 
items as transistors, the competition 
in the field, not only domestic but 
specifically from Japan, is so intense 
that they are not currently being pro- 
(d) Sylvania is 


expanding 


duced profitably; 
activities 
abroad. It has a minority interest in 


gradually its 
a leading British electronics manu- 
facturer, is in the process of acquir- 
ing a 50-per-cent interest in an elec- 
tronic-tube manufacturer in Italy and 
has interests in other countries, in- 
Argentina, Brazil, 
Mexico and Canada. 


cluding Japan, 

Since all the common shares of 
Sylvania are owned by General Tele- 
phone, these bonds now are the only 
security available to public investors 
interested in Sylvania’s individual 
growth. 


COMPETITION HURTS. A glance at 
the sales and earnings record of 
Sylvania for the past five years gives 
a quick indication of how competition 
has been biting into the company’s 
business. 


1955 1956 


Sales 
Commercial 
Defense 


$251,829,000 
76,260,000 


$262,049,000 
70,295,000 


The electronic-tubes division accounts 
for about 40 per cent of the company’s 
total sales, but it is in this area, at the 
moment, that transistors are begin- 
ning to compete with tubes. The com- 
pany indicates that new uses for tubes 
are being found and that the market 
application for tubes will continue to 
grow. It is developing new types of 
electronic tubes. It introduced the 
110-degree picture tube two years ago 
and has the 
“bonded shield tube,” which incor- 
porates a safety panel on the tube face 


recently introduced 


and, because of its shape, permits a 
more accurate picture reproduction. 
Sales of lighting products account 
for about 25 per cent of the company’s 
total volume. These items range from 
the photoflash bulbs to lights for air- 
craft landings, street lights, clock 
radios and a range of instrument and 
dial uses. Sylvania’s strobeacon units 
for airport approaches emit over 30 
million candlepower flashes and have 
been installed at many fields, includ- 
ing New York International Airport. 


VARIOUS DIVISIONS. The Sylvania 


home-electronic division regularly 
produces radio and tv sets and earlier 
this year introduced a close-circuit tv 
camera. The new camera is inexpen- 
sively priced and has tremendous po- 
tential in the educational systems and 
other areas where swift communica- 
tion is desired. However, this divisio. 
is also hard hit by competition, and 
its operating results are “unsatisfac- 
tory.” Nevertheless, the company has 
formed a wholly owned subsidiary to 
market the company’s own brand of 
sets, radio and tv, in the U. S. 

Two the 


divisions, metal-and- 


1959 
(7 months) 
$165,139,000 
72,081,000 


$279,319,000 
63,638,000 


$256,133,000 
77,123,000 





Total $328,089,000  $332,344,000 


Net Income $15,106,000 $14,835,000 


Sylvania’s reputation is, of course, 
based on its position as one of the na- 
tion’s top three producers of radio and 
photoflash lamps and 35mm cameras. 





$342,957,000 $333,256,000 $237,220,000 


$12,656,000 


$8,373,000 ,932,000 
plastic-parts division and the chem- 
ical-and-metallurgical-products  divi- 
sion, produce components, such as 


(Continued on page 58) 








Film Report 


RES TOS NE MEINE ETE 


PILOT PROBLEM 

“They're a terrible curse, God 
knows, but they help more than they 
hurt.” 

Robert F. Lewine, vice president, 
programs, CBS Films, who may be- 
come known some day as a master 
of understatement, is here describing 
pilot films. As a programming execu- 
tive at ABC-TV and later at NBC-TV 
and now in a somewhat similar capac- 
ity in his new post, Mr. Lewine knows 
a curse when he sees one. 

This knowledgeableness of a male- 
dictory situation in television should 
be an immeasurable aid to him at 
CBS Films, for the distribution com- 
pany has a production budget in ex- 
cess of $500,000 for the calendar year 
1960, in which at least eight pilots, 
four for network and four for syndica- 
tion, are to be made. And there are 
indications that this production sched- 
ule is to be continued well into the 
future. 

In addition, CBS Films has two 
programs ready now for possible 
starts as network replacements for the 
January replacement season: Jarrett 
of K Street and The Brothers Branna- 
gan, a detective series. 

The new pilots to be produced in 
1960 cover almost every conceivable 


type of format. Mr. Lewine is cur- 
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rently engaged in finding top people— 
producers, writers, actors—to partici- 
pate in these productions. “The only 
insurance we have is to hire the best 
creative people we can find. Top 
craftsmen are proud of what they 
make, but of course even they can 
strike out on occasion.” 

The programming executive is con- 
vinced that an emphasis on quality 
programs is absolutely necessary to- 
day. “There are many people in pro- 
duction of filmed television programs 
who will cut corners, exert a minimum 
effort. They won’t be around very 
long.” 


PERSONNEL ... 

National Telefilm Associates con- 
tines to consolidate its east-west-coast 
operations. Max P. Brown has been 
appointed director of administration 


for NTA’s east-coast operations, re- 
porting directly to Arnold Kaufman, 
vice president in charge of that unit. 
Mr. Brown, who joined NTA in March 
1958 as office manager and purchas- 
ing agent, is now responsible for gen. 
eral office management, accounting, 
purchasing, personnel and transporta- 
tion. 

Walter J. Plant has been appointed 
to head activities in the Chicago office 
of NTA Program Sales. Mr. Plant, a 
vice president of the division, previ- 
ously had worked out of NTA’s Bey- 
erly Hills office. . . . Mort Zarcoff, 
staff assistant in NTA’s creative pro- 
gramming department, has been pro- 
moted to production coordinator. 

Berton Schneider has been ap- 
pointed assistant to Jerome Hyams, 
vice president and general manager 
of Screen Gems. Mr. Schneider was 





UNM Ds ccc cca ssinves 


BS Films’ U. S. Border Patrol 
started out life in syndication 
last April with a handicap—the early 
summer months were a sure guaran- 
tee that ratings weren’t likely to climb 
quickly. That the handicap was over- 
come in short order is attested by one 
of its sponsors, the Boscul Coffee Co. 
of Philadelphia. 

Telecast by WFIL-TV in that market 
on Thursdays, 10-10:30 p.m., at the 
beginning, the series began to build 
during June and July and finally 
came out on top in August with an 
American Research Bureau rating of 
20.1. Last month the station switched 
the program to Saturdays, 7-7:30 
p-m., and ratings for that time slot 
are not in yet. 

Lawrence Kilgore, general man- 
ager of Boscul, is concerned with rat- 
ings, of course, but he is even more 
concerned with sales, which have 
climbed. “Since we purchased U. S. 
Border Patrol six months ago, our 
sales have definitely increased, and 
we are very happy to be represented 
by this action-adventure series in 
Philadelphia. An added factor in our 
purchase was star Richard Webb’s 






ee tata er ua tals Boscul Coffee Co. 


tli Sic anus 






personal appearance in this area. 
Webb impressed us with his friendly 
personality and cooperated in publi- 
cizing our product.” (The sponsor 
sells in approximately 15 states and 
has its home office in Philadelphia. A 
user of television for four years, this 
is the first time the company pur- 
chased a half-hour series. ) 

The program is an adventure se- 
ries about the law-enforcement arm 
of the U. S. Immigration and Nat- 
uralization Service. Richard Webb 
portrays a deputy chief who assists 
local border-patrol offices. 
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formerly with the Columbia subsid- Advertisin g Directory of 
jary’s business-affairs department and 
prior to that was a production assist- 
= ant in the company’s commercial de- SE L Li N G COM M E R CIALS 
Te- partment. . . . Irving Briskin, head of 
nan, Screen Gems studio operation, and 
Init. William Dozier, vice president in 
arch charge of west-coast activities, have ih iain 
has- been elected to the board of directors | Sharles Antell + Brown & Butcher ona 
gen- of Screen Gems. 
ing, Fred Hamilton has joined Ziv as 
rta- executive producer in charge of pro- 
gram development. Mr. Hamilton was 
nted formerly director of film program- 
flice ming for NBC-TV Hollywood. . . . 
it, @ Norman D. Leebron has been ap- 
evi- pointed film buyer for wNEW-TvV New : 
Bev- York. Previously Mr. Leebron was HFH PRODUCTIONS, INC., New York MPO TELEVISION FILMS, INC., New York 
off, had of film operations for WCAU-TV 
pro- Philadelphia. . . . George Maran has 
pro- joined Mercury Artists, Inc., to head 
the company’s radio and television Bissell » Clinton E. Frank Crisco « Compton Advertising 
ap- department. . . . John Savage has been , 2 ee 
ms, named director of radio, film and tv 
ger production for Trand Associates. 
was Berne Tabakin, for the past several 
a years in charge of west-coast opera- 
tions for National Telefilm Associates, 
Co. has been avpointed vice president and 
national sales manager of NTA Pro- j 





New York 


” " 
gram Sales. WONDSEL, CARLISLE & DUNPHY, INC., 


| TELEVISION COMMERCIALS, INC., Hollywood 

| 

PARAMOUNT PACE | 
Paramount Pictures continues 

apace setting the stage for the first | Bristol-Myers » D, C, S&S 

full-scale tape-syndication operation, 





Ford Motor Co. « J. Walter Thompson 


HE 





simultaneously appointing George 
Gruskin, former head of the radio-tv 
department of the William Morris 
Agency on the west coast, as chief of 
the separate tv film division. Mr. 
Gruskin will operate primarily in pro- 





duction and packaging on the west 














Pi 
coast; his counterpart in New York | PELICAM FILMS, INC.. New York GIFFORD-KIM PRODUCTIONS, INC., New York 
will be Robert J. Rubin, a vice presi- | aie 
ea. dent of the parent company, who is | 
dly being shifted to the newly organized | - 
ili- tv film division to take charge of the | cgs.ty General Cigars » Young & Rubicam 
or sales operation. Plans are for the of- 1 
ind fering of at least three programs for 
Af next fall’s network sales. 
his Mr. Gruskin has signed Tandem 
ur- Productions, Inc., (Bud Yorkin and 
Norman Lear) to an exclusive long- 
se- term contract which calls for the pro- 
ioe duction of pilots of six teleseries. In 
a addition, Messrs. Yorkin and Lear will | FINE ARTS PRODUCTIONS, Hollywood GRAY-O'REILLY STUDIOS, INC., New York 
bb develop tv spectaculars and theatrical 








films. 
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COMMERCIALS 
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General Foods Corp. « Young & Rubicam 


RAY PATIN PRODUCTIONS, Hollywood 





B. F. Goodrich « BBDO 


ELEKTRA FILM PRODUCTIONS, INC., New York 








Heinz Baby Foods « Maxon, Inc. 


RAY PATIN PRODUCTIONS, Hollywood 








Kraft International « J. Walter Thompson 


FARKAS FILMS, INC., New York 
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Al Goustin, former Ziv executive 
who is heading video-tape sales, plans 
to create a sales force of nine men by 
the first of next year when full-scale 
operations will begin with three se- 
ries: The Wrangler, a western, which 
will have its premiere on the syndi- 
cated front; Emergency Ward, a po- 
lice drama, and Secret Jury, fictional- 
ization of Grand Jury cases, the latter 
two both being aired over Para- 
mount’s Los Angeles channel, KTLA, 
at present. Since the series are 
budgeted at a maximum of $10,000 
per stanza, prices to stations around 
the country will be 50 to 60 per cent 
that of syndicated film shows, it is 
said. 

Also to be handled by the tape divi- 
sion will be three’ programs already 
sold in various markets: Youth Court, 
a wrestling show and Polka Party. 


SALES ... 

MCA TV’s newest syndication en- 
try, Coronado 9, has been sold in over 
90 markets. Falstaff Brewing Co. 
made a major contribution to the to- 
tal market tally, ordering a large re- 
gional spread encompassing 67 mar- 
kets covering 26 states from coast to 
coast, beginning Jan. 1. The new pro- 
gram is a mystery-adventure series 
starring Rod Cameron as an ex-Naval 
Intelligence officer who undertakes 
private assignments as a special in- 
vestigator. 

Ziv’s new production of Tombstone 
Territory has been sold in close to 60 
markets. Advertisers who have signed 
for the new series include: El Paso 
Federal Savings & Loan, El Paso; 
Ideal Baking Co., Tyler, Tex.; Cot- 
ton’s, Inc. (Holsum bread), Baton 
Rouge; Standard Humpty Dumpty 
Markets, Oklahoma City; Morning 
Milk; Pacific Gas & Electric Co., and 
Stroh Brewery. . . . Ziv’s Highway 
Patrol, selling as a franchise for re- 
runs, has been purchased by more 
than 700 stations. 

ABC Films has concluded 15 more 
sales of The People’s Choice and has 
sold Adventures of Jim Bowie in 10 
additional markets. . . . United Art- 
ists Associated moved various por- 
tions of its huge feature and cartoon 
library in 36-markets in a recent two- 
week period. . . Fremantle de Mexico 





has sold another public-service show 
for full sponsorship in Mexico City, 
The program is You Are There, which 
will be sponsored by Cia. Mexicana 
Luz y Fuerza Motriz. At the same time, 
Asbestos de Mexico renewed Twen- 
tieth Century. 


COMMERCIAL CUES... 

It’s become more and more evident 
in recent months that tape is really 
economical when it is used on a vol- 
ume basis. A recent report out of Can- 
ada goes to the effect that a large 
Toronto advertising agency shot 22 
commercials at the Meridian Studios 
at an average cost of $500 apiece. 
NTA Telestudios recently completed 
a set of eight tape commercials for 
Westclox watches (BBDO). They are 
scheduled for exposure on network 
spectaculars during the next three 
months. 

A musical comedy, Tom, Dick & 
Harriet, is being produced by Jerry 
Fairbanks Productions for the Bell 
Telephone Co. as a public-service film 
for tv and theatrical release. The com- 
pany is also turning out a new series 
of Oldsmobile commercials for The 
Dennis O’Keefe Show. 

Emphasis on commercials produc- 
tion will not diminish, Felix Zalenka, 
new production manager for UPA 
Pictures, asserted last week, despite a 
recent executive shake-up at the Bur- 
bank firm. One new series under way 
is that for Kaiser Steel (Young & 
Rubicam, San Francisco) utilizing 
new style linear treatment and a hu- 
morous approach to point out how 
steel is used in soft-drink and baby- 
food cans. 

A new series of 12 60-second spots 
—one of the largest single orders ever 
placed by a brewery—has been or- 
dered from Quartet Films by the Na- 





CORRECTION 


The General Electric Theater 





commercial which ran in the 
November 2 issue of TELEVISION 
AGE was produced by Elektra 
New 


Film Productions, Inc., 


York, for BBDO. 
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tional Brewing Co. (W. B. Doner, 
Baltimore and Detroit.) The spots, 
mostly animation but combining some 
live action, will continue to depict the 
historical tradition of the Chesapeake 
Bay area. 

Gifford Inc., has 
changed its name to Gifford-Kim Pro- 
ductions, Inc. (Paul Kim is a vice 
president of the firm)... . HFH Pro- 
ductions has moved to new and ex- 
panded quarters at 216 E. 49th St., 
New York. . . . Carl Carbone has 
joined Lance Productions, Inc., as 
executive producer and director in 
charge of commercials and documen- 


Animation, 


taries. 
Gordon Crowe, formerly sales man- 
ager of the industrial division of MCA, 





MR. CROWE 


has joined Transfilm-Caravel, Inc., as 
director of business program services. 
Prior to joining MCA in 1953 Mr. 
Crowe operated his own advertising 
agency in Salt Lake City. . . . Several 
appointments and promotions were 
made at Fred A. Niles Productions, 
Inc., Chicago. They are: Manny Paull, 
promoted to executive; 
Fruma Singer, promoted to office man- 
ager; Ted Liss, appointed account 
executive; Bob Venable, named ac- 
count executive; Wayne Langston, 
named to the writing staff, and Harry 
Holt, named to the art department. 


account 


_ . 2a 

The Ampex Corp. has spun off its 
rapidly growing professional-products 
division as a separate subsidiary to be 
known as the Professional Products 
Co. Neal K. McNaughten, vice presi- 
dent of Ampex, who has been manager 
of the division, heads the new com- 
pany. The professional-products divi- 
sion developed and manufactured the 
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KLAEGER FILM PRODUCTIONS, INC., New York 





Mattel Toy Co. » Carson-Roberts, Inc. 





TELEPIX CORP., Hollywood 





Twill © Ettinger Advertising 





BANDELIER FILMS, Albuquerque 
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Ampex Videotape recorder, 500 of 
which have been delivered to date, as 
well as other broadcast equipment 
The new firm will also be the distrib- 
utor for the European-manufactured 
Marconi television camera. 

Fifth mobile video-tape organiza- 
tion to be established in Hollywood 
during the past year is being set up as 
a joint enterprise by Mark Armistead, 
principal west-coast supplier of mo- 
tion-picture cameras, and Glen Glenn 
Sound Enterprises. Facilities, sched- 
uled to go into operation next spring, 
will consist of two remote units with 
two RCA color tape recorders and six 
cameras, three color and three black- 
and-white. The firm will be the second 
to offer color taping facilities, Red 
Skelton having announced the setting 





. .. A FILM EDITING 
SERVICE FOR PRODUCERS 
AND ADVERTISING AGENCIES 


45 WEST 45th ST., N. Y. 
Circle 6-4030 





Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 


150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 











musifex co 
45 w. 465 st. n.y.c. 
background music 

musical commercials 


sound effects 




















ci-6-4061-2 
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up of such an operation two weeks 
ago. 


PROGRAMS .. . 

The practice of networks providing 
co-financing for studio and packager- 
produced tv pilots, which received its 
principal impetus during the past two 
years, will be even more widespread 
during the coming season. 

ABC-TV is footing the bill for an 
hour version of the former half-hour 
The Naked City series, to be filmed by 
Herbert B. Leonard in New York be- 
fore the end of the year. 

NBC-TV is financing a new west- 
ern, as yet untitled, to be produced by 
Four Star Films, with Brian Keith in 
the leading role. The network also has 
bought a comedy property, Poor 
Richard, from the Goldstone-Tobias 
Agency. 

ABC Films has agreed to provide 
money for the shooting of two pilots. 
as yet undecided upon, by Allied Art- 
ists Pictures. 

In a slightly different deal, Rexall 
Drugs will co-finance the pilot of Na- 
tional Velvet, to be produced by Bob 
(Lassie) Maxwell for MGM-TV. Two 
other MGM-TV series, The Thin Man, 
for which Colgate put up part of the 
money, and Father of the Bride, which 
failed to get off the ground, were 
similar co-ventures. 

In other production, Goodson-Tod- 
man Enterprises in conjunction with 
Fenady-Kershner-Adams is readying 
a pilot on Joaquin Murietia. Julian 
Lesser is shooting The Unexplained, 
a series for which Orson Welles has 
been signed as host, dealing with ac- 
tual occurrences which cannot be ex- 
plained by any ordinary means. 


POST ’48 CRISIS 

Situation regarding the release of 
post-1948 pictures to television is 
moving towards the same sort of 
deadlock that 


presently exists in the steel industry. 


union-inanagement 


Writers Guild of America, already 
striking the independent motion-pic- 
ture producers in an effort to obtain 
a cut of the revenue of the features 
released to tv, is preparing for strike 
action against the major studios. 
Similar action is planned by the 


Sereen Actors and Screen Directors 








Guilds when contracts expire early 
next year, unless a residuals formula 
is devised before then. Most industry 
figures are pessimistic regarding any 
rapid solution to the dispute. 


‘SEA HUNT’ STUDY 

Ziv’s Sea Hunt goes into its third 
year of all-new productions in Janu- 
ary, and for four good reasons, re- 
sults of a 20-month special report on 
syndication compiled by the Ziv re- 
search division. In the 20-month pe 
riod Sea Hunt was in 203 markets. 

The study sought to answer some 
of the more persistent questions asked 
by agencies, clients and stations. For 
example: can a syndicated series sus- 
tain interest and audience for an ex- 
tended run? Answer: an analysis of 
second-year average American Re- 
search Bureau ratings for the series 
showed them to be 25.4 per cent 
higher than those for the first year. 

Answers to other questions: a tra- 
ditional network sponsor can do as 
well or better with a syndicated pro- 
gram, since in a three-station market 
like Miami, Sea Hunt achieved pre- 
eminence over the identical network 
competition for a similar five-month 
span with a 35.2 average. A regional 
advertiser can use one program for 
multi-market selling, since the Ziv se- 
ries, according to the study, was 
viewed in every day of the week, at 
all hours of the evening, against all 
kinds of opposition. And a syndicated 
series can bolster a time slot and sup- 
port a block of programs, since Sea 
Hunt received a 55-per-cent share 
over 20 months in 75 markets. 


PRIME TIME 

Shotgun Slade, Johnny Midnight 
and Coronado 9, MCA TV’s new syn- 
dication entries for 1960, have been 
set in 100-per-cent prime time to date, 
something of an accomplishment, the 
availability situation being what it is. 
According to the company’s research 
department, every time slotting of the 
three new shows falls into the 7-10:30 
p-m. period, where the networks are 
strongest. The advertising agencies 
involved deserve much of the credit 
for the enviable scheduling of the 
three series, says David V. Sutton, 
vice president in charge of the film 


syndication division of MCA TV. 
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Commercials 


AMERICAN FILM PRODUCERS 
Completed: Bulova Watch Co. (“La- 
Petite”), McCann. 

In Production: Liggett & Myers Tobacco 
Co., Inc. (Chesterfield), McCann. 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: California Oil Co. (Chevron- 
gasoline), BBDO; E. I. du Pont de Ne- 
mours & Co., Inc. (carpets, fibers), BBDO; 
Ford Motor Co. (cars), JWT; Lever Bros. 
Co. (Lifebuoy), SSC&B; American Tele- 
phone & Telegraph Co. (show opening), 
Ayer; Rexall Drug Co. (show opening), 
BBDO; Sperry & Hutchinson Co. (S&H 
green stamps), SSC&B; Thomas J. Lipton 
Co. (tea), Y&R; Socony- Mobil Oil Co. 
(Mobilheat), Compton; F. & M. Schaefer 
Brewing Co. (beer), BBDO; Radio Corp. 
of America (show opening), K&E; Stand- 
ard Oil Co. of NJ (institutionals), Me- 
Cann-Erickson; Bristol-Myers Co. (Vi- 


talis), DCS&S; American Tobacco Co. 
(show opening), BBDO; Boyle-Midway 
Co. (Wizard), JWT; Jantzen, Inc. (com- 


mercial feature), Hockaday; Buick Motor 
Div. GM (cars), McCann. 

In Production: Campbell Soup Co. (soup), 
BBDO; General Electric Co. (show open- 
ing), BBDO; Clairol, Inc. (industrial fea- 


ture), direct; Imperial Oil Ltd. (gas- 
oline), MacLaren; American Motor Co. 
(Rambler), GMM&B; General Mills Co. 
(Kix), D-F-S: National Biscuit Co. 
(cookies), McCann; Nestle Co. -(Quik), 
McCann; American Safety Razor Co. 
(Gem razors), K&E; B. F. Goodrich Co. 
(show opening), BBDO; General Motors 
Corp. (show opening), Maclaren; Lon- 


gines-Wittnauer Co. (show opening), di- 
rect: Quaker Oats Co. (Puss in Boots), 
Spitzer & Mills: General Mills Co. (show- 
opening), BBDO. 


Advertising Directory of TV SERVICES 
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BEKINS FILM SERVICES 
Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
Scratch Removal—Protective Treatment— 
Editing—Commercial Insertions—Storage 
1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-818! 





CAMERA EQUIPMENT CO., INC. 


equipment. 


315 West 43rd Street, New York 36, N. Y. 


JUdson 6-1420 
RENT ERVICE 
Motion pave and television equipment 
. « lighting equipment . . . generators 
. .« film editing equipment . . . processing 











BONDED T. ¥. FILM SERVICE 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 

Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd., OL 4-7575 

The nation's largest total film service 

for post-production needs 

SPEED @ SAFETY @ SATISFACTION 


New York City: 602 West 52nd Street, PL 


duction equipment: 
Processing, Recording, 








S. 0. S. CINEMA SUPPLY CORP. 


Hollywood, Calf.: 6331 Hollywood Bivd., HO 17-2124 
SALES @ RENTALS @ SERVICE 

The world's largest source for film pro- 

Producing, Lighting, 

Projection, etc. 

Send for our huge 33rd Year Catalog 


71-0448 











SPONSORS FILM SERVICE, INC. 
421 West 54th Street, New York 19, N. Y. 
Columbus 5-0373 

Traffic Service, Print Procurement, Lab 
Expediting On TV Spots And Shows. TV 
Spot Integration And Insertion. Inspection 
And Storage. Refrigerated Storage For 
Color Negatives. 





t 


LIGHTING 














~ ANIMALS AND 


ANIMAL DRAWN VEHICLES» 


CHARLES ROSS, INC. 


Circle 6-5470 


SALES @ SERVICE @ RENTA 





333 West 52nd Street, New York 19, N. Y. 


LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 


LS 














CHOREOGRAPHY 
& STAGING 


CHATEAU THEATRICAL ANIMALS 
608 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT— 
FROM AGOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 





OPTICAL EFFECTS 
AND ANIMATION 


— 














CHARLES BLAKE PRODUCTIONS 


211 Sunset Arts Bldg., 6087 Sunset Blvd., 
Hollywood 28, Calif—HOllywood 7-4067 
1253 S. Third St., Louisville 3, Ky— 
MElrose 6-3911 @ 1527 Fisk Bldg., 250 
W. 57th St., N.Y. 19, N.Y.—JUdson 2-1959 


Outstanding Credits for Choreography and 
Staging for Many TV Series & "Specials" 





HAULING & WAREHOUSING 


VIDEART INC. 
480 Lexington Ave., New York 1!7, 
MUrray Hill 2-2363-4 


Joe Zuckerman, Pres. 
Optical Effects—Titles 


Animation Consultants 





Complete Animation Facilities 


N. Y. 

















VIDEO TAPE DUPLICATING 
& FILM TRANSFERS 


WALTON HAULING & WAREHOUSE CORP. 
609-11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
eas HAULERS 


Radio 


Television, 





& Legitimate Theaters 


INSURANCE 








JEROME J. COHEN, INC. 
(Jerry & Ron) 


225 West 34th St.. New York I, 
CH 4-3127-8 


OUR SPECIALTY 





RARE AND UNUSUAL COVERAGES 


N. Y. 














Complete film and videotape lab service 
Videotape to film transfers 
Videotape recording 
Videotape duplicating 
Videotape viewing and editing 


ACME FILM LABORATORIES, INC. 


1161 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 4-747! 





STOCK SHOTS 











MAURICE H. ZOUARY 
333 West 52nd St., N. Y. C., 19 
JUDSON 2-6185 


35mm MOTION PICTURE 
BLACK & WHITE @ COLOR 
OVER 10,000,000 FEET 





PREVIEW THEATRES, INC. 


1600 Broadway, New York 19, N. Y. 


Circle 6-0865 


Peet . do ssaeenden William B. Gullette 
16mm, 35mm; magnetic or optical; all 


interlock combinations. Editing 
ment and facilities. Film storage 
All facilities available 24 hours 








equip- 
vaults. 
a day. 
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Pulse Top 20 Syndicated Shows for September 









































National | Viewers Per 100 Homes 
Average Tuned In 

Rank Program Distributor) Rating Men Women Teens Children 
1—Highway Patrol Ziv 125 |79 89 17 27 
2—Mike Hammer MCA 12.0 | 82 89 16 23 
3—Sea Hunt Ziv 11.9 82 93 16 27 
4—U. S. Marshal NTA 22 13 83 16 41 
5—Death Valley Days |U. S. Borax} 114 | 75 84. 15 58 
6—Decoy Official 10.5 | 76 89 15 26 
7—Rescue 8 Screen Gems 9.9 75 87 15 39 
, 8—Mackenzie’s Raiders Ziv 9.7 73 85 15 39 
9—Flight CNP 96 |22 .91. 15 31 
10—Whirlybirds CBS 92. |65 71 15 89 
11—Ten-Four Ziv 9.1 76 87 15 17 
12—Colonel Flack CBS 8.9 75 83 15 38 
13—Star Performance Official 8.8 65 73 15 47 
13—State Trooper MCA 88 | 76 82 15 39 
15—Border Patrol CBS 8.7 | 82 91 16 23 
15—I£ You Had a Million MCA 8.7 78 92 16 37 
17—Honeymooners CBS 8.6 | 67 73 17° 63 

17—How To Marry a_ | 
Millionaire NTA 8.6 73 84 16 43 
19—Bold Venture Ziv 8.4 76 85 15 35 
19—This Is Alice NTA 8.4 72 78 15 56 
Pulse Top 10 Adventure Shows for September 

~1—Highway Patrol | = Ziv St) es a a 
2—Sea Hunt Ziv 119 | 82 93 16 27 
3—Rescue 8 Screen Gems 9.9 |75 87 15 39 
4—Mackenzie’s Raiders Ziv 9.7 73 85 15 39 
5—Flight CNP 9.6 | 82 91 15 31 
6—Whirlybirds CBS 9.2 | 65 71 15 89 
7—Ten-Four Ziv 9.1 76 87 15 17 
8—State Trooper MCA 88 | 76 82 15 39 
9—Border Patrol CBS 8.7 82 91 16 23 
10—Reld Venture Ziv 8.4 76 85 15 35 





ERA PRODUCTIONS, INC. 

Completed: Consolidated Cigar Co. (Dutch 
Master cigar), EWR&R; American Broad. 
casting Co. (Ernie Kovacs show titles), di- 


rect; Hoffman Electronics, Inc. (Pan-0. 
Vision television), H-C,H&M; Squirt Co, 
(soft drinks), H-C,H&M. 

In Production: Rath Packing Co. (sliced 
meats, frankfurts), Earle Ludgin; Drew. 
ry’s Brewing Co. (beer), McFarland, Aye 
yard; U.S. Forest Service (Smokey Bear), 


direct. 


GRAY & O’REILLY 


In Production: General Cigar Co. (White 
Owl), Y&R; Seabrook Farms (frozen 
foods), Smith-Greenland; Block Drug Co, 
(Co-re-ga), Grey; Block Drug Co. (Rem), 
Gumbinner; Liberty Life (insurance), 
Merrill-Anderson; Grove Laboratories, Ine. 
(Four-Way cold tablets), Cohen-Dowd-Ale 


shire. 


HUNN, FRITZ, HENKIN 
PRODUCTIONS, INC. 


Completed: Charles Antell, Inc. (Shampoo, 
Formula 9), Brown & Butcher; Quaker 
Oats Co. (Puss in Boots), Lynn Baker; 
ABC-TV (“Golden Circle”), direct; B. T. 
Babbitt Co. (Glim, Hep, OBA), Brown & 
Butcher; Howard Clothes (clothing), 
MW&S; Nestle Co. (Nestea), McCann; 
Coca-Cola Co. (Fanta), McCann; F. & M. 
Schaefer Brewing Co. (beer), BBDO; 
Avco Corp. (feature), Eastern Films; At- 
lantic Refining Co. (gas), Ayer. 

In production: Charles Antell, Inc. (Vita 
Yums, Formula 9, PVP), Brown & Butcher; 
Best Foods Co. (H-O Oats), SSC&B; Gen- 
eral Electric Corp. (appliances), Maxon; 
Coca-Cola Co. (Fanta), McCann; Best 
Foods Co. (Nucoa), D-F-S; General Mo 
tors (Buick cars), McCann; Howard 
Clothes (clothing), MW&S; Labaitt’s, Ltd. 
(50 ale), Ellis; Alberto-Culver, Inc. (Rins- 
away), Wade; International Latex (Nasa- 
laire), Brown & Butcher. 


JAMIESON FILM CO. 


Completed: First & Merchants National 
Bank of Richmond, Cargill, Wilson & 
Acree; L. Sonneborn Sons, Inc. (Amalie 
Pennsylvania oil), Couchman; Pearl Beer 
Co. (beer), Pithuk; Mrs. Baird’s Bakeries, 
Inc. (bread), Tracy-Locke; Humble Oil & 
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Refining Co. (oil), McCann; Tru-Magic 
Co. (cleaner), direct; Best Life (insur- 
ance), White & Shuford. 

In Production: Champlin Oil & Refining 
Co. (oil), Tracy-Locke; Pitluk Agency 
(agency production), direct; Humble Oil 
& Refining Co. (oil), McCann; Mrs. Baird’s 
Bakeries, Inc. (bread), Tracy-Locke; Dixie 
Lily (flour), Simon & Gwynn; Frito Co. 
(corn chip), Tracy-Locke. 


NATIONAL SCREEN 


Completed: Pontiac Motors Div. GM 
(cars), MJ&A; ABC-TV (promotionals), di- 
rect; British Petroleum (gasoline), Collyer; 
S. B. Thomas, Inc. (Corn Toast-R-Cakes), 
MJ&A. 

In Production: B. C. Remedy Co. (head- 
ache remedy), C. Knox Massey; Pontiac 
Motors Div. GM (cars), MJ&A; P. Ballan- 
tine & Sons (beer), Esty; Radio Corp. of 
America International (radios), Gregory 
Ruffa. 


RAY PATIN 
PRODUCTIONS, INC. 


Completed: Langendorf Bakeries (bread), 
Armand Productions; General Foods Corp. 
(Post cereals), B&B. 

In Production: Rexall Drug Co., Columbia 
Pictures; Skippy Peanut Butter Div. Best 
Foods, Inc., GB&B; Langendorf Bakeries 
(bread), Armand Productions. 


VIDEO FILMS, INC. 

Completed: Ford Motor Co. (tractors), 
Meldrum & Fewsmith; Donald L. Golden, 
0.D. (contact-less lens), Luckoff & Way- 
burn; Stran Steel Corp. (Stran Master 
buildings), Campbell-Ewald; Hazel Park 


Racing (horse races), C. R. Stout; Mich- 
igan Blue Cross-Blue Shield (hospital serv- 


ice), Ross Roy. 

In Production: Automobile Club of Mich- 
igan (AAA services), Stockwell & Marcuse; 
Detroit News (classified adv.), direct; Sams 
Department Stores (retail), Stockwell & 
Marcuse; A.M.T. (toy), Rossi. 


WILDING PICTURE 
PRODUCTIONS, INC. 

Completed: United Air Lines, Inc., Ayer; 
First National Bank of Chicago, FC&B; 
Ford Motor Co., JWT; Standard Oil Co. 
(Indiana), D’Arcy; Chas. Pfizer & Co., Inc., 
Burnett. 


WONDERLAND 
PRODUCTIONS 


In Production: U.S. Grand Prix (sports- 
ear race), Glenn; Warren Plastic Co. 
(plastic products) , Caples; Stauffer Labora- 
tories (home plan), FC&B; Micro-Lube 
Corp. (oil additive), Glenn. 


WONDSEL, 
CARLISLE & DUNPHY 


Completed: Emerson Drug Co. (Bromo 
Seltzer), Warwick & Legler; H. C. Morres 
Co. (Pream), B&B; Bristol-Myers Co. 
(Bufferin), Y&R; Vick Chemical Co. 
(Vaporub), Morse; Nestle Co. (Quik), Mc- 
Cann; Warner-Lambert Pharmaceutical Co. 
(Steri-Sol), Warwick & Legler; Helbros 
Watch Co. (watches), Korchnoy; General 
Foods Corp. (Post cereals), B&B; Procter 
& Gamble Co. (Crisco), Compton; National 
Biscuit Co. (Dromedary), Bates; General 
Electric Corp. (steam iron), Y&R; Cott 
Bottling Co. (soda), John C. Dowd. 

In Production: Nestle Co. (Quik), Me- 
Cann; Sun Oil Co. (Sunoco gas), Esty; 
Sterling Drug Co. (Fizrin), Compton; 
Rootes Motors, Inc. (Hillman), EWR&R; 
Remington Rand, Div. Sperry Rand Corp. 
(Princess shaver), Y&R. 





Pulse Top 10 Comedy Shows for September 





Rank Program 


National Viewers Per 100 Homes 





~ 1—Colonel Flack | 
2—Honeymooners 
2—How To Marrya | 

Millionaire | 

4—This Is Alice 
5—People’s Choice 
6—Glencannon 
7—Three Stooges 
8—Laurel and Hardy 
9—Burns and Allen 


Average Tuned In 
Distributor Rating Men Women Teens Children 
CBS a ten a: ee, - 
CBS 8.6 | 67 73 17 
NTA 86 |73 84 16 
NTA 8.4 72 78 15 
ABC 81 |64 76 16 
NTA 7.2 71 82 15 
Screen Gems 7 158 63 16 
Governor 67 |19 34 
Screen Gems 65 |7i 86 14 
Official 14 74 ll 





10—My Little Margie 


Pulse Top 10 Mystery Shows for September 


~1—Mike Hammer 
2—U. S. Marshal 
3—Decoy 
4—Badge 714 
5—San Francisco Beat 
6—Sheriff of Cochise 
7—N. Y. Confidential 
8—Dial 999 
9—Official Detective 








6.0 








MCA 
NTA 
Official 
CNP 
CBS 
NTA 
ITC 
Ziv 
NTA 





10—Racket Squad 


Pulse Top 10 Western Shows 


~ 1—Death Valley Days — 
2—Man Without a Gun 
3—Kit Carson 
4—Cisco Kid 
5—26 Men 
6—Annie Oakley 
6—Roy Rogers— 

1% Hour Series 

8—Frontier Doctor 
9—Union Pacific 


Hal Roach 





12.0 
11.8 
10.5 
7.6 
6.9 
6.7 
6.6 
6.2 
6.1 
5.6 


| 





82 
73 
76 
78 
81 
79 
79 
81 
81 


| 84 


89 
83 
89 
89 
92 
88 
91 
88 
91 
87 


16 
16 
15 
17 
15 
15 
14 
14 
14 
10 


38 
63 


43 
56 
55 
47 
97 
97 
46 
59 


23 
4l 
26 


25 
35 
27 
21 
23 
16 


for September 





U. S. Borax 
NTA 
MCA 

Ziv 
ABC 
CBS 

Roy Rogers 
Synd. 
HTS 
CNP 

ITC 





10—Last of the Mohicans 





Pulse Top 10 Misc. Shows for September 


1—Huckleberry Hound | Screen Gems) 


2—Popeye 
3—Bozo the Clown 
4—Superman 
5—Woody Woodpecker 
6—I Search For 
Adventure 
7—Terrytoons 
8—Farmer Al Falfa 
9—Victory at Sea 
10—Little Rascals 











114 |75 
82 |75 
8.1 | 32 
74 |58 
72 (|71 
5.8 |52 
5.8 |38 
5.7 |73 
5.0 |72 





UAA 
| Jayark 
| Flamingo 
| Kellogg 


Interstate 
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5.6 
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22 
21 
5l 
48 
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29 
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58 
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45 
62 
79 
56 
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76 
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29 
36 
62 
52 


65 
39 
61 
53 
65 
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15 
16 
15 
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16 
15 
15 


15 
14 
13 
17 
15 


14 
14 
13 
14 
15 
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98 
84 
59 
89 


89 
45 
61 
85 


85 
103 
104 

92 
101 


101 
89 
58 
87 
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Burns (Continued from page 37) 
no reduction of prices in the foresee- 
able future. 


Admiral has announced a full 
line of color receivers. Do you 
anticipate that any other major 
manufacturers plan similar full- 
scale color distribution soon? 
What is your reaction to the 
seeming reluctance of major set 
makers to get into color? 

The fact that Admiral has decided 
to begin full-scale color tv production 
is giving added force to the effort to 
sell color across the country. We ex- 
pect that other manufacturers will 
also start all-out color merchandising 
in the near future. In the introduction 
of almost any new product involving 
a heavy initial outlay, there is a ten- 
dency on the part of some companies 
to wait and see how the pioneers make 
out before risking money of their 
own. It now has become apparent to 
almost anyone acquainted with the 
facts that the future of television de- 











THE 
LAUREL 


AND 
HARDY 
SHOW 
Gets Top Ratings On 


WBAL-TV, Baltimore 





Wire or phone 
Art Kerman 
today for Z 


availability 

in your market, \ 

GOVERNOR TELEVISION 
375 Park Avenue, N.Y.C. 
PLaza 3-6216 i” 
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pends on color and that this great ad- 
vance in home entertainment can be 
profitable. 


Do you think that television tape 
will be important in the further 
development of color television? 

Indeed I do. Television tape, com- 
bining the picture quality of live pro- 
grams with the storage and re-run 
benefits of film, is the brightest of 
the new technical developments that 
promise to contribute importantly to 
color tv’s future. 


New Equipment 


RCA is constantly developing new 
equipment for color television, and 
the National Broadcasting Co. is 
steadily expanding facilities for pro- 
duction of this new entertainment 
facet. RCA recently unveiled an ad- 
vanced television tape recorder that 
promises to be a boon to color pro- 
gramming. The new recorder makes 
it possible for the broadcaster to start 
with monochrome programming alone 
and include color at any time through 
the simple addition of a single rack 
of color-handling equipment. No 
modification of the original machine 
is necessary. A self-contained unit, 
the RCA recorder includes features 
designed to bring the art of tv tape 
recording to its most advanced state. 

Use of tape recorders is helping to 
achieve national schedule uniformity 
the year round, and to effect substan- 
tial production economies. Where 
color film adds 20 to 25 per cent to 
production costs, television tape adds 
only a small fraction of that amount, 
since no processing is required. And 
in the future it appears certain that 
color tv tape will be used extensively 
because of its ability to provide great- 
er flexibility in programming, as well 
as greater economy. 


NBC's fall programming includes 
a great deal of color. How does 
this relate to the advancement of 
color tv? 

Coior programming is to color tv 
advancement what more and better 
highways have meant to the growth 
of the automotive industry. 

NBC alone has scheduled 285 hours 
of top quality colorcasts in the fourth 
quarter—an increase of 40 per cent 











over the same period in 1958. Mor 
important than the number of hours 
is the type of programming. There are 
major color programs every night ip 
the week and color throughout the 
week-end, including two Saturday 
morning children’s shows—Howdy 
Doody and Ruff and Reddy. More 
than ever before, the NBC colorcasts 
will be programs planned from the 
beginning for color. Such programs 
as: 

The new Tuesday-night Ford series 
of 60-, 90- and 120-minute specials— 
the biggest series of tv specials pro- 
duced for tv for one sponsor; the 
Sunday Showcase—a new series of 
weekly specials which will be primar. 
ily outstanding live, original dramas 
directed by the best in the busines 
and featuring top-name stars; still a 
third series of major specials every 
Friday night—running the gamut 
from musicals to live drama to one- 
man shows; color specials that will be 
spotted throughout the regular sched- 
ule; the first hour-long weekly western 
film in color—Bonanza—every Sat- 





Color Film 


Continuing with a policy of 
color promotion that’s helped it 
become known as one of the most 
tint-minded stations in the coun- 
try, WFIL-TV Philadelphia begins 
films _ this 


month in color on a regular week- 


telecasting feature 
ly basis. 
While 


colorcast movies during special 


various stations have 


promotions, WFIL-TV plans to 
show such films as Drums Along 
The Mohawk, Dodge City, The 
Inspector General and others at 
11:15 p.m. each Wednesday. 

Roger Clipp, vice president of 
the Triangle Stations and wWFIL- 
TV general manager, stated that 
the movie-casts would add two 
hours of color weekly to an al- 
ready strong schedule which was 
recently bolstered by the addition 
of regular news and _ weather 
shows in tint. 
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Kenneth T. MacDonald, Chicago ac- 
count executive for Television Adver- 
tising Representatives, has been named 
sales manager for WBz-tv, Westing- 
house Broadcasting Co. station in 
Boston, it has been announced by 
James Allen, wBz-Tv general manager. 





urday night; a greatly expanded 
sports schedule that has included the 
World Series and is covering NCAA 
football games, plus the Sugar Bowl, 
the Pro Bowl, the Blue-Gray game and 
the Senior Bowl—11 games in all; a 
continuation of the present popular 
color shows, such as Dinah Shore, 
Perry Como, Steve Allen, Tennessee 
Ernie, The Arthur Murray Party and 
The Price is Right. 

All of this should say 


“Color tv marches!” 


plainly : 


NBC affiliates are inclined to look 
to NBC’s o&o stations for leader- 
ship in color programming. Will 
these stations carry a heavy local 
live color schedule as well as net- 
work color programs? 

The NBC owned-and-operated sta- 
tions right now carry approximately 
45 hours a week of locally originated 
color programming. This is 72 per 
cent more than last year. The o&o sta- 
tions intend to provide as much local 
color programming as their schedules 
will permit, in addition to all avail- 
able network color programs. 

NBC owned-and-operated stations 
in Los Angeles, Chicago, Philadelphia 
and Washington are fully equipped 
for color. The $4-million Washington 
installation is the first station ever 
built from the ground up for color. 


Do you think stations will profit 
from viewer and advertiser ac- 
ceptance of color? If so, what do 







you feel they can contribute to- 
ward speeding this acceptance? 

I definitely feel that stations will be 
the principal beneficiaries from view- 
er and advertiser acceptance of color. 
They will profit from the increased 
viewer circulation and especially from 
the two-to-eight-times greater adver- 
tising impact that color has over black- 
and-white, 


Stations Can Contribute 


The answer to the second part. of 
the question, I think, is quite obvious. 
Stations can contribute immediately 
by planning increased schedules of 
color in their markets. Practically all 
of the cartoons available today, for 
instance, are color films and yet many 
are broadcast in black-and-white. 
RCA has mobile equipment available 
for special local events of great inter- 
est. Many local live shows can be 
originated in color at little cost. 

There are already some 350 tele- 
vision stations with facilities for carry- 
ing color network shows. A total of 
109 stations can transmit color film 
material to their viewers, while a 
number of stations have or are in- 
stalling color tv tape recorders. The 
studios of 39 stations are equipped 
with color tv cameras to originate 
their own color programs, 


A Crosley color survey early this 
year—and a parallel NBC survey 
—indicated that color 
watched tv more than black-and- 
white viewers, and a station using 
a large percentage of colorcasts 
could attract more viewers than 
one with black-and-white pro- 
grams only. Do you feel that 
there are enough color sets in 
most major markets at present to 
make this fact important to sta- 
tion ratings? Is it necessary for 
a market to have a large percent- 
age of color receivers to make 
color programming worthwhile? 

It is in the selfish interest of all 
stations and networks to realize on 


viewers 


the great multiplication of advertising 
revenue possible when enough sets are 
in being. This point can be moved 
ahead to a very short time by in- 
creased color programming. While set 
manufacturers have much to gain, the 








stations and networks are the main 
beneficiaries. It’s like manufacturers 
selling the razors and the stations sell- 
ing the blades. 

Replying to the second part of your 
question, in which you ask about the 
necessity of the market having a large 
percentage of color receivers to make 
color programming worthwhile, | be- 
lieve this is reminiscent of the situa- 
tion that existed in the early days of 
black-and-white television. It is our 
feeling that programming and set sales 
go hand in hand. Through increased 
network offerings which | have dis- 
cussed, a sound color program founda- 
tion is being built in all major mar- 
kets. 


In connection with the NBC-TV 
expansion of Continental Class- 
room, RCA recently announced 
a special discount on color tele- 
vision sets would be given to 
schools interested in their pur- 
chase. Do you feel that color will 
help “sell” education to viewers? 

If you mean by “sell” to attract 
more viewers to educational pro- 
grams, then my answer is a resound- 
ing yes. 

I feel that color tv represents an 
extremely important new and mag- 
netic force in instruction. Some 
courses lack lustre and realism with- 


out color. For instance, color is essen- 


tial in teaching practically all basic 
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science courses, A good example of 
the value of color may be seen in 
NBC’s “Modern Chemistry” course 
which is colorcast nationally five days 
a week, Only through color television 
can the full impact of science learn- 
ing be effectively portrayed to a mass 
audience of potential students. Here, 
then, is a medium that makes science 
study both fascinating and realistic. 


Your views, Mr. Burns, lead us 
to optimism for color television. 
How would you describe the out- 
look? 

Color television sales have been 
climbing steadily throughout the 
year. Indications are that factory unit 
sales of color tv for 1959 will be about 
25 per cent ahead of last year. 

A far greater potential of color tele- 
vision is expected to be realized dur- 
ing the next six months, because morz 
of the factors essential to color tv’s 
growth are now present. Every new 
decade has seen one particular prod- 
uct lead the surge, and we at RCA 
believe that color television will fill 
that role in the 1960’s. Color tv has 
now reached the stage where the sales 
rate is really starting a sharp climb. 

That certainly indicates that color 
television is entering the so-called 
“second phase” when quality, pro- 
gramming and trade interest con- 
verge to cause a real upturn in the 
sales curve. I am convinced that this 
year—and next—will see the final 
emergence of color tv as broadcast- 
ing’s third and greatest medium of 
entertainment and industry benefit. 





Circle Theatre Stories 
The Best of Armstrong Circle Thea- 
tre, adapted by Trudy and Irving 
Settel. The Citadel Press, New York 
City. 119 pp. $1. 

The Armstrong Circle Theatre, 
Trudy and Irving Settel explain in 
their introduction, is the oldest con- 
tinuous live dramatic show on tv. 

In this small volume the adapters 
have taken three Circle Theatre scripts 
and rewritten them in story form to 
provide easily read versions of the 
programs. Selected are Buried 2,000 
Years: The Dead Sea Scrolls, by Irve 
Tunick; Assignment Junkie’s Alley, 
by Mel Goldberg, and Thirty Days to 


Reconsider, by Roger Hirson. 
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good thing when it finds it. 


unqualified success. 


advantages of oil heat. 





Oil Institute Again on Tv 


The Oil Heat Institute of Oregon and Southwest Washington knows a 


In the summer of 1958 the organization tried out a limerick contest 
promoted via saturation spot schedules on a number of Oregon tv sta- 
tions. As an article in the March 9, 1959, Tv AGE pointed out, the contest 
brought in “thousands upon thousands” of entries and was deemed an 


So what did the institute decide to do for this year’s promotion? Repeat 
the contest, of course. A new jingle was devised to be finished by all 
those interested in winning a $2,500 boat, a Renault car or 54 other prizes. 
And again about 10 weeks of concentrated spot effort went on KPTV Port- 
land, KVAL-TV Eugene, KBES-tv Medford and KoTi-Tv Klamath Falls. 

Oil-heat dealers in the area reported the promotion sold more oil fur- 
naces thany any joint venture previously conducted. There was nothing 
to buy to enter the contest, but more than a quarter-million entry blanks 
were distributed, with each blank bearing promotional copy about the 








Wall St. 


(Continued from page 47) 


tungsten, phosphors and other items 
for Sylvania’s own use. However, over 
half of the output of these two divi- 
sions is now sold to outside customers. 

In January 1957 Sylvania acquired 
the Argus Camera Co., a major pro- 
ducer of 35mm cameras and still pro- 
jectors. Argus also markets motion- 
picture projectors, reflex cameras, 
light meters and a recently introduced 
8mm camera. Also in 1957 Sylvania’s 
activities in the atomic-energy field 
were transferred to a new corporation, 
Sylvania-Corning Nuclear Corp., en- 
gaged in research and development in 
the atomic-energy and related fields. 


DEFENSE PROJECTS. Finally, the 
company’s electronic-systems division 
is almost wholly concentrated in de- 
fense production. In the first seven 
months defense business represented 
about 30 per cent of the company’s 
sales, and in the full year of 1958 it 
represented about 23 per cent of total 
volume. Among the projects with 
which Sylvania is concerned in this 
division are the electronic-shield pas- 
sive-defense system for supersonic 
bomber aircraft, the data take-off and 
conversion system in intercontinental 
ballistic-missile early-warning systems 
and a jet flight trainer. 







Sylvania has approximately 2,800 
scientists and engineers, most of whom 
are involved in basic research. 

Sylvania boasts of 45 plants and 
22 laboratories spread across the 
country. At present the company has 
plans to spend $13 million on im- 
proved manufacturing and warehous- 
ing facilities. In all, there are 28,600 
employes, of whom 30 per cent are 
represented by unions. 





Linkletter’s Latest 


The Secret World of Kids, by Art 
Linkletter. Bernard Geis Associates, 
distributed by Random House, New 
York City. 287 pp. $3.50. 

This is Art Linkletter’s answer to 
the thousands of parents who ask his 
advice on raising their children. It is 
also an immensely entertaining book 
with a sturdy backbone of common 
sense. 

Mr. Linkletter is not only a foster 
father of 15,000 or more children he 
has interviewed on his television show 
but the real life dad of five interest- 
ing and intelligent youngsters. His ex- 
periences with them, and with his 
television family, give him a wealth 
of background from which to draw 
in preparing this book. 
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News (Continued from page 27) 

to convey an idea to another indi- 
vidual, not to six million readers of 
a magazine, or 20 million viewers of 
a television set, or 30 million listen- 
ers to radio. . . . We are entranced 
by the mechanics of communication 
rather than the simple fact of com- 
municating. We allow ourselves to 
get mired in research, arithmetic and 
measurements when we ought to be 
thinking about, and completely ab- 
sorbed with, human beings, or better 
yet, @ human being.” 

And that human being, said Jerry 
Schnitzer, creative director of Robert 
Lawrence Productions, Inc., has been 
subjected to a father image project- 
ed in many television commercials, 
“father at his worst, paternal and 
patronizing, in a fit of bombast.” 
That image said Mr. Schnitzer, is 
responsible for the “low state of video 
advertising.” 

Discounting both a coarse and art- 
less approach and a completely arty 
approach to television commercials, 
Mr. Schnitzer suggested that a tech- 
nique, “pre-acceptance,” can be util- 
ized which avoids these extremes and 
at the same time “captures the view- 
er’s attention in the commercial’s first 
moment so that he is receptive to the 
entire commercial and, in particular, 
to its message.” 

Its components, he said, consist of 
a visually vital screen, “discreet use 
of sound as a complementing in- 
gredient,” and the focusing on hu- 
man beings as human beings. 

Mitch Leigh, president and creative 
director of Music Makers, Inc., had 
some words to say about sound. He 
expressed delight that the jingle as 
it is popularly known “is dying rather 
rapidly.” 

“We are constantly trying to effect 
people into buying a product or serv- 
ice through emotional means,” Mr. 
Leigh pointed out. And of the three 
media—art, copy and music—“music 
is the only one that is almost com- 
pletely on an emotional plane with 
anybody.” He called for simplicity, 
“the toughest thing in the world to 
attain . . . cleanliness of thought and 


of communication. And we are in- 


terested in emotional communicative 





power of memorability, not the sim- 
ple-minded kind of communication.” 


Creative Animation 

In an address at the 4A meeting on 
creativity related more directly to 
technique as such, Lewis Gifford, 
president of Gifford-Kim Productions, 
said that the central fact about anima- 
tion is its versatility. “At its most 
literal, animation is substantially the 
same as live film. . . . At its most im- 
aginative, animation has no bounds; 
it can be anything.” 

Animation today, said Mr. Gifford, 
“is any kind of movement on that 
shimmering screen, combined with 
any kind of music or sound. To con- 
fine one’s concept of animation to 
Donald Duck cartoon pictures is to be 
back in the days of the nickelodeon.” 

He urged his listeners to avoid fall- 
ing back on pet solutions in their crea- 
tion of television commercials; in 
brief, to be more creative. Specifical- 
ly, Mr. Gifford offered these pointers: 
start with the problem, rather than 
with a pet idea; get out of the office 
for new sights, sound, movement; 


work in pairs rather than in isolation; | 


let the creative man sell to the client. 
“In principle, nobody understands an 
idea quite as well as its author. When 
questions arise, others are likely to be 
less informed, less enthusiastic, less 
effective in their rejoinders.” 


Image Breakers 

“ .. Adopt the policy of promoting 

non-entertainment programs in prime 
time, as well as in other periods.” 
“ . . . Re-examine the amount of 
publicity—on and off the air—that 
you have been giving to the public- 
affairs and other prestige portions of 
your station’s schedule.” 

The first speaker is C. Wrede Peters- 
meyer, president, Corinthian Broad- 
casting Corp. The second is Louis 
Hausman, director, Television Infor- 
mation Office. Both men, speaking at 
the annual Broadcasters’ Promotion 


Philadelphia _ this 


month, urged promotion men to help 


Association in 


shatter the new industry image that 
has been built up in the minds of the 
public in the wake of the quiz scandals. 
That image, in Mr. Hausman’s words, 


“is the suggestion, in effect, that we 
are a clutch of scoundrels, and, after 
all, who could expect any other be- 
havior from such a medium?” 

Mr. Hausman described four cor- 
nerstones of TIO’s information pro- 
gram—admit when things are wrong; 
correct them; inform all the public; 
defend contributions actively—and 
asked for help on a local level from 
BPA members. Specifically, he asked 
station publicity men to serve as a 
source of information “so that TIO 
may become an effective national 
clearing house. .” Help is also 
needed, he said, in carrying forward 
the objectives of TIO’s program on the 
local level. 

Mr. Petersmeyer said the industry 
must do a twofold job. “We must 
create the programming that provides 
a full range of program service cover- 
ing both majority and minority tastes, 
and we must make sure that our total 
audience knows of the full range of 
programming available to it. If we do 
these two things, we will have gone a 
long way towards solving our prob- 

(Continued on page 84) 
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“He was just 
about to leave, 


but I know 
he'll see you!”’ 


Seen — seen at the point-of-sale: 
That’s because more of your best prospects 
make time to learn more about your field 

and theirs with the one publication that 

is 100% television: Television Age. 

And when Television Age takes the train with 
your buyers, you can bet it’s not just along 
for the ride. This book is there on business 

... more business for you with 


Television Age. é 


the climate is compelling 

















more. 


pare with tv. . 





Insurance Firm Loves Tv Coverage 


“Television can benefit the small businessman as well as the large,” says 
Jack Trousdale, who is now in a position to know. Mr. Trousdale, pres- 
ident of his own auto-insurance firm in Seattle, used the medium for the 
first time recently, and the results were such that he’s coming back for 


The insurance executive bought one “week-end package” over KOMO-TV 
Seattle, using minute announcements (slide and booth announcer), with 
eight scheduled on a Saturday and two on a Sunday. In a letter to the 
station, Mr. Trousdale reported that as a result of the week-end schedule 
his company realized the sale of 20 new policies. 

Since Mr. Trousdale’s insurance speciality is for car owners whose policy 
coverage has been canceled due to causes for revocation, his services are 
rather expensive, and the sales that much more significant. One person took 
a day off from work and made a trip from a city 50 miles distant just 
to see him and arrive at proper auto-insurance coverage. 

“I made it a point,” says Mr. Trousdale, “of asking my 20 new cus- 
tomers what led them to me. They all replied they had seen my tv spots 
on KOMoO-TV. As this was our first experience with television advertising, 
and we didn’t have a great sum of money available for that purpose, we 
were all the more gratified with the results. 

“In my opinion there is no other medium of advertising that can com- 
. . | have just signed a contract for a second series . . . if 
results are just one-half as good as the first I will be plenty happy.” 











Mail 


on each announcement is delivered 


(Continued from page 46) 


interestingly.” 

The buying strategy used by the 
agency consists of setting one-week 
schedules in a number of markets, with 
minute commercials that allow 10-15 
seconds for a live tag placed in B and 
C time. Six- and 12-plans are usually 
purchased. 

In each market, the agency hires an 
answering service to accept phone or- 
ders. Mail orders are forwarded di- 
rectly to the manufacturer, with each 
commercial keyed through use of 
“Dept. A,” “Dept. B,” etc., so that the 
agency can determine the pulling pow- 
er of every spot that runs. 

Within hours after a commercial 
has been aired, a check of phone or- 
ders indicates how successful the cam- 
paign will be on a particular station 
in a particular market. “We know,” 
said Mr. Lindeman, “that most sta- 
tions are not too interested in one- 
and two-week campaigns. But our 


method of operation calls for renewals 
from week to week in all markets 
where orders are good. If the station 
aids us in providing good availabilities 
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and getting its own enthusiasm across 
to the viewers, schedules can continue 
for 13 weeks and longer.” 


What kind of results does a mail- 
order advertiser look for? On a Phila- 
delphia station, five spots costing a to- 
tal of $525 brought in orders for 1,162 
records at $2.98 each in a single week. 
in New York a $3,800 spot investment 
resulted in 3,483 orders. In Texas 
$1,515 brought orders for 1,511 rec- 
ords. “We have seen a single spot 
costing $100 pull 200 and 300 orders,” 
said Miss Widener. 


Buy at Card Rates 


“Many stations and persons within 
the industry—in view of the adverse 
publicity often give mail-order adver- 
tisers—think the business is predi- 
cated on barter and under-the-counter 
agreements, rate-cutting and the like,” 
Mr. Lindeman said. “In our case—and 
the cases of several very fine agencies 
specializing in the field—it’s just not 
so. 

“During the fall and winter season, 
we use anywhere from 75 to 125 sta- 
tions during a single week. At the 
peak we spend some $30,000 in tv and 


radio. At least 99 per cent of all our 
spots is purchased with cash at card 
rates.” 

With a variety of mail-order prod- . 
ucts using both broadcast and print 
media, Mr. Lindeman stated that ty 
has a greater impact over newspapers 
“if the product is right.” 


Problem of Titles 
White House’s 21 Top Hits—a col- 


lection of popular songs recorded in 
Nashville by “carbon copies” of the 
original record stars—has been of- 
fered via both media, with tv pull- 
ing the greatest number of orders. 
“There’s a big problem of getting 21 
pop song titles into a minute spot,” 
said Mr. Lindeman, “but with tv you 
can roll the title past the viewer while 
the music plays in the background 
and an announcer delivers the sales 
talk. It makes for a very fast and ex- 
citing kind of commercial that cap- 
tures viewer interest.” 

The Top Hits records are usually 
sold in teen-age dance party programs. 
(The agency noted it was one of the 
first to buy ABC-TV’s American Band- 
stand in markets across the country 
before the show attained national 
prominence.) Other kinds of records 
are pushed through late movies, day- 
time women’s programs, etc., with a 
classical album—Great Moments In 
Music—having experimented with its 
own 15- and 30-minute film programs. 

After working in radio for several 
years, Mr. Lindeman helped found the 
agency in 1950 and shortly thereafter 
was spending $800,000 in all phases 





Two-Way Radio 


Two-Way Radio, by Allan Lytel. Me- 
Graw-Hill Book Co., New York. 291 
pp. $9.50. 

Here is a step-by-step review of the 
entire field of two-way radio, from a 
description of a typical radio system 
and its many uses to technical infor- 
mation on transmitters, receivers, cir- 
cuit details, selective calling methods, 
installation, trouble-shooting and re- 
pair. Both am and fm are covered. 
Information is included on the test 
equipment and measurement devices 
required for work in this field. Full 
details on the book are available from 


the publishers. 



















of radio advertising. A few years later, 
mail-order accounts were moved into 
television with both live and filmed 
commercials running two minutes, 
three minutes and longer. After ex- 
perimenting with various techniques 
and buying patterns, the agency 
achieved results in the New York mar- 
ket. Mr. Lindeman then embarked on 
a series of personal visits to stations 
across the country to explain the mail- 
order operation and show the mer- 
chandise. 

“We must rely a great deal on the 
integrity of individual stations,” he 
noted. “Our own sales figures and 
daily reports give an indication of 
each market’s ability, but when a small 
agency is dealing with 100 or more 
stations, renewing from week to week, 
watching the song charts for next 
month’s hits so we can record new 
product, making new commercials 
continually and handling numerous 
other details, we need stations which 
will place our spots in the most pro- 
ductive positions, furnish reliable af- 
fidavits of performance, etc. When we 
find them, and when the results are 
good, we place a ‘run-till-forbid’ or- 
der and reduce a lot of paperwork.” 

The agency concentrates on the 
fourth and first quarters of the year 
for its campaigns. The Christmas 
carols records make a major holiday 
item, and other discs are promoted as 
gifts. Mr. Lindeman noted that Janu- 
ary is the biggest record-promotion 
month, as “many youngsters get new 
phonographs as Christmas gifts, and 
others get money with which they can 
buy albums.” 





Rich (Continued from page 44) 


Further reference is made to the 
effect of no triple spotting on current 
buying conditions within the agency 
as well as at the client. There is no 
doubt that some agencies and some 
clients condone triple spotting when 
their advertiseing is affected. I am 
pleased to note that most large agen- 
cies and advertisers have adhered to 
a policy of no triple spotting. 

In closing, let me say as I have said 
many times before in discussing the 
topic of triple spotting, “Don’t kill the 
goose that lays the golden egg.” 


Davis (Continued from page 35) 


rangers and a number of other peo- 
ple who handle business details, deal 
with the various unions involved in 
the production of musical commer- 
cials, and so on. Unlike freelance 
individuals—orchestra leaders, vocal 
coaches, pop songwriters—we are 
able to provide the creative work, 
supervise production and assume full 
responsibility for all administrative, 
financial and union details—in short, 
we're equipped to handle the com- 
plete package.” 


Many Variables 


In the development and produc- 
tion of musical material for adver- 
tising there are many variable fac- 
tors which govern the methods and 
practices followed by both independ- 
ent producers and advertising agen- 
cies. To determine how wide such 
differences are, and to discover if 
some methods and routines have 
proved to be more successful than 
others, Mr. Davis recently commis- 
sioned the newly organized research 
and promotion firm of Barnaby & 
Associates to conduct a detailed sur- 
vey among advertising agencies on 
practical procedures and desirable 
service standards in the area of mu- 
sical commercials. 

A technical check-list type of ques- 
tionnaire embracing each step in- 
volved in creative musical produc- 
tion, as well as all the possibilities 
available in completing each step, 
was sent to a selected list of ad agen- 
cy tv and radio executives. The list 
was national in scope and included 
some leading agencies in Canada. 

A total of 383 questionnaires went 
out to individuals in 223 different 
agencies. In those agencies where 
questionnaires were sent to several 
people, the replies were consolidated 
by the agency into a single answer 
which reflected the agency policy. 
Replies were sent back to Barnaby 
& Associates by 53.8 per cent of the 
agencies queried. 

In the development of musical ma- 
terial for advertising campaigns, 19 
per cent of the respondents stated 
that they usually create all musical 
ideas and compose all original music 





in their own shops. Six per cent gen- 
erally leave it up to a film company 
or a recording studio, but an over- 
whelming 82.6 per cent usually em- 
ploy the specialized services of pro- 
fessional creative musical commer- 
cial producers. 

Some respondents indicated a com- 
bination of practices, bringing the 
total to more than 100 per cent, and 
some agencies said that they formerly 
originated music in their own shops 
but lately have discontinued that 
practice in favor of professional as- 
sistance. 

Replying to a query on their past 
experience with independent produc- 
ers, 86.7 per cent of the agencies re- 
ported it as having been successful, 
8.2 per cent found it questionable and 
08 per cent unsatisfactory, with 6.02 
per cent declining to answer one way 
or the other. 

In the initial exploratory stages of 
original musical ideas and material, 
only 27.2 per cent of the agency re- 
spondents prefer to determine the ap- 
proach and set the specifications for 
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This 1 battery operated, 
all transistorized, 3 Ib. 
POCKET TAPE RECORDER 


is used by Scott Crossfield in X-15 test 
flights. The PROFESSIONAL 500 is a spe- 
cially designed model for TV and Radio 
use. A palm-size, engineering masterpiece 
that instantly captures and records any 
conversation, music or other sound, it is 
the WORLD’S FIRST broadcast quality 
pocket tape recorder... . . used by 
leading TV and Radio Stations. 


BUT HEARING IS BELIEVING 
FOR A FREE DEMONSTRATION 
or literature — WRITE 
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SRDS November issues reflect estimates 


of July 1, 1959 market conditions 


Every 6 months STANDARD Rate & Data SErv- 
ICE publishes new and complete national mar- 
ket data — covering all counties in the United 
States. This data is kept current in interim 
months by the addition of significant changes. 


This is the only service in the country that pro- 
vides you with such frequent re-evaluation of 
the statistics upon which media and marketing 
decisions must be based . . . all in one place. 


Actually, for your convenience the complete 
data is repeated, every month, in three places... 


...starting with the November issues of SRDS 
Spot Radio, Spot TV, and Newspaper books 
you will find July 1, 1959 data on population, 
households, consumer spendable income and 
retail sales by states, counties, cities and metro- 
politan areas. The new estimates reflect re- 
cently revised as well as added metropolitan 
statistical areas as defined by the U. S. Bureau 
of the Budget. 


The Farm Section of the Consumer Magazine 
book also contains up-dated market informa- 


Peon 


tion. Farm data, which now appears in the 
Newspaper, Radio, TV and Consumer Maga- 
zine books, now covers 100 additional counties 
.. . 400 in all. 


What’s your market story? 


Every time an advertising professional turns to 
SRDS he is taking one of the 101 buying actions 
that lead to media decisions. Any one may be 
the final one. 

But whether the buying step is final or pre- 
liminary, it makes sense for a medium to be 
there with Service-Ads capsuling its whole sales 
story . . . selling market and coverage in the 
market data sections of SRDS and its special 
values as an advertising medium on the listing 
pages. 
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the music prior to consulting the mu- 
sical composer-producer, while 68.6 
per cent think it desirable to discuss 
the project and formulate plans in 
collaboration with a qualified musical 
producer. 

Some respondents elaborated on- 
their checked answers by comment- 
ing that they establish copy line and 
general mood and then call in. the 
producer, that they often do com- 
plete lyrics, but these are subject to 
alteration by the producer, and that 
they like to indicate what they are 
trying to accomplish—selling themes, 
product background and information 
—and then let the producer finish 
the job. 


Minority Freelance 


A minority of 26.4 per cent, in re- 
taining the services of a creative mu- 
sical producer, looks to freelance 
band leaders, singers, musicians and 
songwriters, while 73.6 per cent stat- 
ed they want the services of an es- 
tablished organization which offers 
an experienced staff of specialists, 
guarantees the proper execution of 





1,177,172 Square Miles 


7,500 Accounts 
1,000 Advertising 
Agencies 


HAT'S the eleven western states. 


And a media salesman must move | 
fast to cover his prospect list. Not much | 


time to pioneer new accounts. 


He needs help. Help from Western Ad- | 
vertising, the magazine that western | 
advertisers and agencies look to for 
advice, counsel—the straight story— 
whether it be spot news or “how to” | 
articles. For the full story on WA and | 
how it can help you—as it helps its | 
readers—call or write one of our offices. 


Western Advertssing 
for Western Attitudes 


San Francisco os 
New York s 


VA 


66 November 16, 1959, Television Age 











Los Angeles 
Chicago 


every detail and provides consulta- 
tion, advice and conference and stu- 
dio facilities for preliminary explora- 
tion. 

When experimental material is sub- 
mitted, 77.6 of the surveyed agen- 
cies like to have producers prepare 
a “rough layout” recorded demon- 
stration, 13.2 per cent prefer a “full 
production” audition recording, .08 
per cent feel a recorded audition is 
unnecessary for their purposes, and 
9.12 per cent declined comment. Of 
the few who stated that demonstra- 
tions were unnecessary, the opinion 
was qualified by such comments as 
“but needed if the client requests” 
and “depends on the job.” 

Some 23.1 per cent of the ad 
shops participating in the Barnaby 
study believe that the musical pro- 
ducer’s creative efforts and out-of- 
pocket expenditures in developing ex- 
perimental material should be a 
speculative risk for the producer, but 
65.3 per cent feel they should be 
billed as a service charge; no com- 
ment from 11.6 per cent. 

As to what represents a “reason- 
able and practical fee” to cover all 
creative activity, talent fees for sing- 
ers and musicians and recording and 
production costs for a demonstration 
recording, 19 ver cent think $100 
should be the figure, 40.5 per cent 
favor $250, 12.4 per cent put it at 
$350, and a mere 2.5 per cent would 
hold still for $500. 

The chief comment on this ques- 
tion was that the cost depends upon 
the job, some 24 per cent expressing 
this view of the matter. Others are 
of the opinion that “$250 is ample, 
but if more is needed, we would dis- 
cuss it.” 

In producing the finished product 
for broadcast use, the details that go 
into a musical commercial are many 
and complex. They include: arrang- 
ing—preparation of vocal and instru- 
mental scores and parts; casting and 
talent 


contracting and musicians; 


| handling payroll, talent fees and re- 


AFTRA, SAG and AFM 


siduals; 


production and use reports; pension, 
welfare and trust-fund payments; in- 
protection and financing 
production costs, and billing and 
| bookkeeping details. 


demnity 





Only 7.4 per cent of the respond- 
ent agencies prefer to supervise the 
production and handle all the above 
details, with the producer supplying 
creative services only; 26.4 per cent 
would like the producer to attend to 
the creative work, coordinate and 
supervise production and assume re. 
sponsibility for quality of result, but 
wish to handle all the administrative 
and financial details themselves; 62.] 
per cent choose to have the producer 
provide the creative work, supervise 
production, handle all details at an 
established service charge, assume all 
responsibility and bill the agency for 
the complete package. Those com 
menting that it all depends on the 
job make up the remaining 4.1 per 
cent. 

To secure legal rights and license 
for the use of original music and 
material created or supplied by an 
independent producer, 55.4 per cent 
of the 223 agencies surveyed prefer 
to make outright purchase of all 
rights for use in all media without 
restrictions. 


Billed Separately 


For budget purposes, 17.4 per cent 
would rather be billed separately for 
specific-use licenses—television only, 
radio only, tv and radio combined, 
print media and merchandising and 
A percentage of 13.2 
favors a “rental” license for speci- 
fied periods of time (13 weeks, 26 
weeks, etc.), while 1.6 per cent ap- 
prove of a “rental” license based on 
frequency of broadcast use (x times 


promotion. 


for x dollars, xx times for xx dol- 
lars). The inevitable fence-straddlers 
who again commented that it all de- 
pends on the particular job account- 
ed for 7.5 per cent. — 

The sum total of the Barnaby- 
Davis survey would seem to indicate 
that in the matter of music in com- 
mercials most advertising agencies 
prefer to put themselves in the hands 
of professional musical-commercial 
specialists who are equipped to pro- 
vide them with a complete package 
from start to finish. Needless to say, 
Phil Davis finds this tangible proof 
of the importance of the role he and 
play in broadcast 
gratifying indeed. 


his organization 
advertising very 
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hile admitting that the degree 

of merchandising support pro- 
vided by a station is rarely the de- 
cisive factor in landing that station a 
spot schedule, Emil Mogul told the 
Broadcasters’ Promotion Association 
that the picture may change soon. 

“Ultimately,” he said, “I believe 
those stations which have developed 
an aggressive, well-coordinated mer- 
chandising service for the advertiser 
will get the nod over competition.” 

The president of Mogul Williams & 
Saylor, Inc., stressed the fact that as 
agencies are asked to provide more 
marketing services for their clients 
they in turn will demand more from 
the air media they use. 

In order to provide better mer- 
chandising programs, stations should 
concentrate less on their own promo- 
tonal campaigns, advised Mr. Mogul. 
“All the stunts and gimmicks in the 
world won’t move one piece of mer- 
chandise off the store shelf. . . . Some 
stations will resort to the wildest and 
most unsavory kind of promotional 
activity for the sake of temporary 
audience gain. And the net result is 
an overnight change in the station’s 
personality and character—factors 
that may have contributed to its selec- 
tion by the agency in the first place.” 

A three-point platform was advo- 
cated for successful merchandising op- 
erations: each station should set aside 
a merchandising budget based on a 
fixed percentage of its total volume; 
each should separate the merchandis- 
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current activity 


in national 
spot tv 


ing department from station promo- 
tion, and each should give the mer- 
chandising manager free rein to hire 
personnel with retail merchandising 
experience. 

A pre-determined budget, stated 
Mr. Mogul, would enable each adver- 
tiser to receive service according to his 
needs. Under present conditions, he 
said, small-budget advertisers who 
often need help get little, while large- 
budget clients are presented with mer- 
chandising aid they do not need. 

On stations’ attempts to serve as 
field research departments for agen- 
cies and clients, the agency head said, 
“The big trouble is that too many sta- 
tions simply don’t know their own 
markets, or are not geared to report 
on conditions in the market.” He 





At Ted Bates & Co., Inc., Chet Slay- 
baugh handles timebuying on the 
varied line of cold remedies from 
Anahist Co., Inc. 






stressed the thorough knowledge that 
newspapers generally have of market 
conditions, shelf movement, distribu- 
tion, brand preference, etc. “My ad- 
vice to shortsighted station people is to 
begin their education at the feet of 
newspaper and magazine managers 
whose methods of merchandising a 
campaign for an advertiser are infi- 
nitely superior and more resultful than 
the halfhearted performance of most 
stations.” 

Acknowledging that a considerable 
investment may be required to set up 
a complete merchandising depart- 
ment, Mr. Mogul stressed the idea that 
the long-range result would be a cut- 
ting of account turnover and the es- 
tablishment of more 30- and 52-week 
schedules. The elimination of numer- 
ous brief flights by spot advertisers, 
he said, would reduce overhead, 
bookkeeping and the station’s neces- 
sity to have so many high-priced sales- 
men on its staff. This, in time, would 
result in higher profits for the station. 


BENEFICIAL MANAGEMENT 
CORP. 


(Al Paul Lefton Co., Inc., N. Y.) 


As it did last year, this finance company 
is getting under way this month with 
schedules for people in need of Christmas 
cash. The placements of filmed minutes 
will run until Dec. 23 in Boston, Springfield 
(Mass.), Hartford-New Haven, Miami, 
Tampa-St. Petersburg, Hutchinson (Kan.) 
and several upstate New York markets. 
A total of about 15 stations in all is 

being used. Elmer Von Igen, the company’s 
broadcast director, reports pleasing 

results from the video schedules used in 
the past and looks for increases next year 
Ken Allen is the agency timebuyer. 
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BEST FOODS DIV. Corn 
Products Co. 
(Lennen & Newell, Inc., N. Y.) 


A new low-cholesterol margarine— 
CORNETTE—is reported testing via 
daytime minutes in Portland (Me.), 
Peoria, Syracuse, Wichita, Erie and Fort 
Wayne. A small amount of night 20's 

in prime time is also being used. The 
schedules got under way late last month 
and will run for 26 weeks. Expansion into 
other markets will be considered after 
initial results are noted. Bob Kutsche is 
the timebuyer. 


BREAST O° CHICKEN TUNA, 
INC. 

(Robinson, Johnson, Fenwick & 
Haynes, Inc., L. A.) 


A “test” campaign incorporating a limited 
use of tv spot in a small number of 
markets reportedly will break late this 
month on this company’s tuna. Media 
director Robert Neuman is the contact. 


BRISTOL-MYERS CO. 


(Ogilvy, Benson & Mather, Inc., 
V. Y.) 


Spot tv is evidently in the plans for the 
1960 campaign on BAN deodorant, with 
schedules acting as support for network. 
The placements of fringe minutes, about 
three to five weekly, will kick off the 
middle of February and run about 26 
weeks, probably with a break during the 
summer. A total of 50 markets will be 
used, consisting of both major and minor 
ones which are considered “problem 
areas” for the product. Henry Cleef 

is the timebuyer. 


BRISTOL-MYERS CO. 
(Young & Rubicam, Inc., N. Y.) 


Reports have it that a great number of 
major markets will receive lengthy 
placements for SAL HEPATICA early in 
January. Primarily night minutes will be 
used. In addition, two new products are 
currently reported testing: FORTISUN, a 
cold remedy, is on the west coast; 
EXCEDRIN, an analgesic, is in the 
midwest. Tom Viscardi is the timebuyer. 


BROWN & WILLIAMSON 
TOBACCO CO. 


(Ted Bates & Co., Inc., N. Y.) 


At press time, LIFE cigarettes was 
continuing to bolster the market areas 
where the brand is being introduced by 
adding night ID’s for good-sized runs. 
led Powell is the timebuyer. 


BUITONI FOODS CORP. 
f rt Frank-Guenther, Law, Inc., 


On its WAGON WHEELS macaroni 
product, this company last month added 
schedules of kid shows in Boston, Hartford, 
Philadelphia and Providence to the ones 
used in New York since September. 
Further shows will be set in Los Angeles, 
Miami and Chicago if plans are carried 
out. Live “personality” minutes are used, 
two or three times weekly per show. 
Initial placements are for 13 weeks. 

Larry Butner is the timebuyer. 








The Buyer Talks About... 


STATION IMAGE 


(The following column is a new TELEVISION AGE feature, which will 
appear in each issue. It is written by one of the nation’s top time- 
buyers and i# unsigned to give him the broadest scope in dealing with 
the provocative problems of placing time.) 


There is a great deal of discussion these days about “station image.” 
Is it a tangible factor to the buyer in assessing one station over another? 


Most buyers will agree that timebuying decisions cannot be based en- 
tirely on hard and fast formulas; there are many considerations involved 
in a spot buy. It is difficult to evaluate the importance of station “image,” 
because this is a nebulous quality to try to define. Every station naturally 
feels that it has the best image in its community. 


There is one area of timebuying, however, where the station image can 
be accurately assessed and where it is unequivocally a factor in choosing 
among several stations in a market. This is the placement of local live pro- 
grams such as news, women’s programs or any type of locally produced 
show. The type of station operation is important to the buyer where he 
can have every confidence that the advertiser’s message is presented in the 
best possible framework. 


In buying a news show, for instance, the buyer has to consider the news- 
casters employed by the stations. Do they simply “read the headlines” or 
do they make full use of television’s visual advantages to add color and 
excitement to the broadcast? The manner in which the station gathers and 
reports the local news is also vital. After all, the viewer watches a local 
news show to find out what is happening in his own community. 


Or, in another instance, take the case of the feature-film buy. The buyer 
needs to be perfectly certain that the film will be carefully screened and 
the commercials, whether live or film, will be placed most advantageously. 


The most important point to be considered comes in the placing of live 
commercial spots. The question of whether the spots will be hurriedly de- 
livered in front of the same stock setting used for a dozen other products 
or sold with conviction in fitting and well-designed surroundings is, or 
should be, foremost in the buyer’s mind when he starts to spend money. 


The situation can perhaps be best illustrated by a case history of a spot 
buy that was recently placed. A quarter-hour, five-day-a-week news pro- 
gram was purchased on a station in a three-station market for 13 weeks. 
Station A’s news show totaled 50 points a week, Station B’s 45 and 
Station C’s 40. Station C was purchased over the other two on the basis 
of a well-known personality with proved selling power and on the basis 
of an extensive and exciting total news operation. It was a $28,000 con- 
tract, and that ain’t hay. 


There is a recent study on the “image” factor which deserves mention. 
Entitled “More Than Meets The Eye,” it was done by the Institute of 
Motivational Research and the Marketing Planning Corp. of McCann- 
Erickson for wcss-Tv New York and KNxt Los Angeles. More studies of 
this type would add a needed dimension to buying, especially in local 
situations where statistics are not the be-all and end-all of media decisions. 
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CALIFORNIA FROZEN JUICE 
co. 
(Cole Fischer & Rogow, Inc., Beverl; 
Hills) 


This company, the national distributor fo, 
juices, jams and other items bearing the 
Knott’s Berry Farm label. appointed 
CF&R to the account and is beginning 
an initial campaign using tv spot along 
with other media in some 40 markets. 
Media <lirector-timebuyer Jacquelin 
Molinaro is the contact. 


CANNON MILLS, INC. 
(N. W. Ayer & Son, Inc., Phila.) 


Last January this maker of sheets, towels, 
ete., ran a million-dollar saturation 
campaign in some 39 markets to promote 
white sales over a two-week period. The 
word at this time is that while there will 
be some spot activity after the first of 
the year, it will not approach the °59 








Corinthian Consolidates 


National sales representation 
of the five television and two 
radio stations of the Corinthian 
Broadcasting Corp. has been 
awarded, respectively, to H-R 
Television, Inc., and H-R Repre- 
sentatives. 

Previously, representation of 
Corinthian’s stations was shared 
by four separate station reps. Ma- 
jor reason for the change, ac- 
cording to C. Wrede Petersmeyer, 
president of the station group, 
was the growing management 
conviction that the stations’ “poli- 
cies and facilities can best be 
sold to advertisers and agencies 
through a single selling force.’ 
The close coordination and sin- 
gleness of impact thus achieved 
should greatly benefit the stations 
individually and as a group.” 

H-R Television has represented 
Corinthian’s KXTV Sacramento 
since its establishment in 1955. 
Other Corinthian stations to be 
represented by H-R are: KHOU- 
tv Houston; WIsH-TV Indianap- 
olis; KOTV Tulsa; WANE-TV Fort 
Wayne, and two radio outlets, 
WANE Fort Wayne and wiIsH In- 
dianapolis. Effective dates of the 
change-over in representation of 
the individual stations will be an- 
nounced at a later date. 
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placements in scope. Details of the 
campaign were not completed at press 
time. Mary Donlavey is the timebuyer. 


CHANEL, INC. 


(Norman, Craig & Kummel, Inc., 
73 


4s noted here Oct. 19, the CHANEL 
perfume pre-Christmas drive was expected 
to be expanded over last year’s 10-market 
campaign. Late this month, four-week 
schedules of prime-time 20's and ID's 

kick off in about 18-20 top markets. 

Inez Aimee is the timebuyer. 


CHESEBROUGH-POND’S, INC. 


(Norman, Craig & Kummel, Inc., 


Vy. Y) 


VASELINE hair tonic begins its winter 
schedules at issue date for about 18 weeks 
of day and night minutes. Last year some 
100 markets were reportedly used in the 
campaign, but this year’s drive will hit 

top markets only. Hal Cummings is the 
timebuyer. 


DICTOGRAPH PRODUCTS, 
INC., Acousticon Div. 


(Wexton Co., Inc., N. Y.) 


The hearing-aid division of this firm 
recently appointed this agency to its 
account and announced a $1}4-million 
budget for 1960. Initial plans call for a 
50-market radio news campaign which 
will later be expanded into tv spot. 

Idea is to set video commercials adjacent 
to leading network news programs 

“to obtain maximum penetration in areas 
covering 80 per cent of all tv homes.” 
Broadcast buyer John Eckstein is the | 
contact. 


DUTCH MASTERS CIGAR CO., 
INC. 
(EWRER, N. Y.) 


Having made a re-entry into video spot 
this past summer with three weeks of 
nighttime ID’s in about four markets, 
HARVESTER cigars are returning at 
issue date to those areas with about six 
ID's per week. The schedules will run 
until just before Christmas. Vince 
DeLuca is the timebuyer. 


EMERSON DRUG CO. 
(Warwick & Legler, Inc., N. Y.) 


Because of purely budgetary reasons, a_ | 
number of BROMO SELTZER schedules 
were reduced until year-end. Plans for 
1960 are being drawn up currently, and 
the word is that the account will be 

back in spot stronger than ever. Dorothy | 
Barnett is the timebuyer. 


FALSTAFF BREWING CO. 


(Dancer-Fitzgerald-Sample, Inc., 
. Y.) 


The brewery has picked up a new MCA-TV | 
series, Coronado 9, to start Jan. 1 in 67 

markets over a 26-state area. The buy 
is for 52 weeks of solo sponsorship. In 


CHECK THE 
TRENDEX REPORT FOR 


FLINT 


8 A.M. to Il P.M. Share of Audience* 


24.6 
21.2 
16.4 
16.4 


WNEM-TV 
Detroit Station A 
Detroit Station B 
Station C 


WNEM-TV is the dominant station 
in the Flint-Bay City-Saginaw area. 





* MON.-FRI. 8 A.M.-6 P.M. SUN.-SAT. 6 P.M.-II P.M. 
WEEK of SEPT. 14-20. 
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Petryman 





NATIONAL SALES OFFICE & STUDIOS 
Bishop Airport «+ Flint. Mich 


CENTRAL STUDIOS & OFFICES 


5700 Becker * Saginaw, Mich 
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Another thriller-diller from WJRT— 







































“One if by land! 
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Two if by sea!” 
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“And four if by 
WJRT, Ponsonby— 
the efficient way to 











cover Flint, Lansing, 





Saginaw and 
Bay City.” 




















Listen, admen, and you shall hear—plenty! That 
WJRT is the single-station way to reach the other big 
Michigan market. That you get Flint, Lansing, Saginaw and 
Bay City with one buy and a grade “A” or better signal. 
That you’re right where things happen with WJRT’s inside- 
out coverage of mid-Michigan and its nearly half-million 
TV households. If you’re aiming at Flint, Lansing, Saginaw 
and Bay City, WJRT is your bull’s-eye buy. Come on in— 
it’s open season on sales. 





CHANNEL © 





ABC Primary Affiliate 





Represented by HARRINGTON, RIGHTER & PARSONS, INC. 
New York « Chicago « Detroit « Boston « San Francisco « Atlant 
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the past it’s used City Detective and 
State frooper in similar placements. 
Roy Terzi is the timebuyer. 


FLORISTS’ TELEGRAPH 
DELIVERY ASSOCIATION 


(Keyes, Madden & Jones, Inc., 
Chicago) 

Although no official word had been received 
at press time, if past action is a reliable 
indication, and if the agency holds to 
its regular policy since it took over this 
account last year, a one- or two-week 
placement of evening minutes should kick 


Agency Changes 

5 Day Laboratories, which left Grey Ady 
Agency, Inc., when the agency acquired 
Mennen’s deodorants, moved its line of 
pads, stick and roll-on deodorants to Doyle 
Dane Bernbach, Inc. 

DDB also acquires on Jan. 1 most of the 
liquor brands of Schenley Industries, Inc. 
which have been at BBDO. While DDB has 
held some Schenley brands, the new labels 
will nearly double the account's billings 
to $7 million. 

About $144 million in billings of Phar- 
maco, Inc., shift at the first of the year 
when N. W. Ayer & Sou, Inc., takes over 
from Doherty, Clifford, Steers & Shenfield, 
Inc., on Feen-A-Mint, Chooz, Correctol and 
Regutol. 

DCS&S, however, gained an account 
when it took on Geo. Wiedemann Brewing 
Co. as its first beer account. The brewer 
sells through a five-state Ohio Valley area. 
Tatham-Laird, Inc., Chicago, has held the 
account. 

BBDO came out ahead in a shuffling of 
General Mills products among its present 
agencies. Betty Crocker Pancake Mix, now 
at D-F-S, and Betty Crocker Muffin Mixes, 
now at Tatham-Laird, will join other Betty 
Crocker mixes now held by BBDO. D-F-S 
gets Red Band flour and other regional 
flour brands now held by Knox Reeves, Inc. 
Minneapolis. The reassignments are effec 
tive next June. 

Campbell-Mithun, Inc., Chicago, was 
named to handle Suave hair products for 
men and women by Helene Curtis Indus 
tries. The $2-million account was formerly 
at Gordon Best Co., Inc. Altman-Stroller, 
Inc., took over Lentheric products also from 
Best. 

Chase Manhattan Bank moved its intet- 
national, institutional and trust advertising 
from Kenyon & Eckhardt, Inc., to Compton 
Adv., Inc. Billings are near the $1-million 
mark. The bank’s retail advertising was 
previously announced as moving to Ted 
Bates & Co., Inc., from Cunningham § 
Walsh, Inc., on Jan. 1. 

Chesebrough-Pond’s, Inc., moves $1 mil 
lion in billings from McCann-Erickson, Inc. 
to Compton at the first of the year in the 
switch of its Pertussin cold remedies. Comp 
ton holds other products of the compaiy 
at present. 
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off early next month in the top 20-25 
markets. Last year’s pre-Christmas drive 
on flowers-by-wire utilized evening minutes 
in strong frequencies. Merle Meyers is 

the timebuyer. 


FOOD MANUFACTURERS, INC. 


(Ted Bates & Co., Inc., N. Y.) 


This maker of M&M candies and UNCLE 
BEN’S rice reportedly is setting some 
scattered tests on a new product—A-l 
candy—in conjunction with schedules on 
the aforementioned items. A-1 is described 
as a bite-sized candy-coated almond 

that is sold loose, similar to M&M’s. 

Day and night minutes and 20's will be 
used. Frank Morello is the timebuyer. 


GENERAL MILLS, INC. 


(BBDO, N. Y.) 


The BETTY CROCKER mixes handled 
by BBDO are seeing some holiday-dinner 
activity, with a number of top markets 
getting placements of primarily daytime 
minutes to begin this month and run 

until early December. Mickey McMichael 
is the timebuyer. 


GOLDEN PRESS, INC. 
(Wexton Co., Inc., N. Y.) 


As noted previously, this company has been 
setting schedules in a number of markets 
both for its GOLDEN BOOK children’s 
encyclopedia and its GOLDEN RECORDS 
library. New activity is noted this month 





Personality Pull 

Some 5,000 people went hun- 
gry, but a good time was had 
by all. At least that’s the story 
from WNHC-TV Hartford-New 
Haven, whose popular disc jock- 
ey, Jim Gallant, made a personal 
appearance for the Continental 
Baking Co. at the opening of a 
new supermarket. 

Having announced the forth- 
coming appearance on his Con- 
necticut Bandstand show, the 
deejay was somewhat surprised 
when 7,000 teen-agers and adults 
jammed the store’s parking lot to 
greet him. More surprised, but 
obviously pleased, were the party 
officials who had arranged for 
cakes, ice cream and soda for 
less than one-third the crowd. 











with two-week placements of minutes, 
20’s and ID’s set in fairly strong 
frequencies in scattered areas. Vice 


president John Eckstein is the contact. 








MIKE CAMBRIDGE has been pro- 
moted to timebuyer at Sullivan, Stauf- 
fer, Colwell & Bayles, New York. He'll 





MR. FONTE 


be working with ED FONTE on 


Riviera cigarettes and_ replacing 
FRANK McCUE, who has moved over 
to Dancer-Fitzgerald-Sample. 


SALLY REYNOLDS at Lennen & 
Newell is picking up the accounts pre- 
oar handled by CHIPS BARRA- 


GARY BOYLE, formerly timebuyer 
at Dancer-Fitzgerald-Sample, New 
York, has been promoted to assistant 
account executive. Replacing him as 
buyer on Oxydol is AVE BUTENSKY, 
moving up from assistant. STEVE 





Personals 


EVERITT was promoted to assistant 
to Mr. Butensky. 


CONRAD ENNIS, assistant to 
HOPE MARTINEZ at Batten, Barton, 
Durstine & Osborn, New York, has 
joined the NBC research department. 


MRS. GERRY FOULGER has 
joined the media staff of Gumpertz, 
Bentley & Dolan, Los Angeles. She 
was previously with the L. A. office of 
BBDO. 


ANTHONY GEE has !eft his posi- 
tion as media director of Erwin Wasey, 
Ruthrauff & Ryan, New York, to pur- 
sue a vocation in psychology. 


TOM KALLAS, who has been with 
Western Advertising since 1949, has 
been named media director in charge 
of all media buying at the agency’s 
Racine, Wis., office. 


HERMINA LUKACSY has been 
appointed media director for Cole- 
Fischer & Rogow, Beverly Hills. 


MRS. JEANNETTE D. MAY, for- 
merly at Roche-Rickerd & Cleary, 
Chicago, has gone to William R. Wil- 
liams, same city, as media director. 


DIANA WEAR, last with Heintz & 
Co., Inc., Los Angeles, as media di- 
rector, has joined Charles Bowes Adv., 
Inc., L. A., in a similar capacity. 


















YOU CAN’T 
TOP THIS 
ARB! 





_KTRE-TV, Lufkin, Texas, latest 
| ARB reveals a 98.5% share of 
audience Monday through Sun- 
day. 


| The Lufkin-Nacogdoches Market 
is yours completely wrapped up 
when you buy KTRE-TV—your di- 
| rect route to 65,000 tv families. 
This is a vital market in East 


Texas. 


KTRE-TV 


Lufkin, Texas 





Channel 9 


| RICHMAN LEWIN 


Vice President & General Manager 


Represented by 
Venard, Rintoul & McConnell, Inc. 
Sournwest: Clyde Melville Co., Dallas 
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Every television salesman has a few pros- 
pects who should be customers but who, for 
one reason or another, won’t try the medium. 
Some of these merchants and distributors 
have never used tv. Others were victims of 
poorly planned or badly executed campaigns. 


For prospects like this you couldn’t ask 
for a better convincer than the one 
TELEVISION AGE is offering. Our exclu- 


sive series of product group success stories 


Reader’s Service 


Number of copies 
Auto Dealers (66 case histories) — 
Bakeries & Bakery Products (12) —— 
Banks & Savings Institutions (19) —— 
Beer & Ale (42) —_— 
Candy & Confectionery Stores (16) —— 
Coffee Distributors (16) —-- 
Cosmetics & Beauty Preparation (29) —— 
Cough & Cold Remedies (12) — 
Dairies & Dairy Products (26) —— 
Department Stores (37) - = 
Drugs & Remedies (36) —_— 
Dry Cleaners & Laundries (10) —_—— 
Electric Power Companies (16) — 
Electrical Appliances (24) — 
Farm Implements & Machinery (12) —— 
Furniture & Home Furnishings (15) —— 
Gas Companies (11) — 
Gasoline & Oil (28) — 
Groceries & Supermarkets (23) —- 
Hardware & Building Supplies (17) —— 


The case of the 
reluctant advertiser 





2 ® 
Television Age 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


includes literally dozens of actual experi- 
ences in television by firms in every business 
group. 


One of these product group stories will fit 
your reluctant prospect—it may well be the 
convincer you need to make that sale. 


Product group stories available in reprint 
form are listed on the order blank on this 
page. Fill it out and return it today. 


Number of copies 
Home Building & Real Estate (14) 
Insurance Companies (14) 
Jewelry Stores & Manufacturers (22) 
Men’s Clothing Stores (18) 
Moving & Storage (26) 
Newspapers & Magazines (20) 
Nurseries, Seed & Feed (12) 
Pet Food & Pet Shops (12) 
Pre-fab Housing (10) 
Restaurant & Cafeterias (22) 
Shoe Stores & Manufacturers (18) 
Soft Drink Distributors (16) 
Sporting Goods & Toys (24) 
Telephone Companies (10) 
Television & Radio Receivers (14) 
Theatres (24) 
Tires & Auto Accessories (12) 
Travel, Hotels & Resorts (15) 
Weight Control (12) 
Women’s Specialty Shops (14) 





BOOeeeeeeeneeeeeen 














Name Position 
Company 

Address 

City Zone State 

C1) Lenclose payment 2 Bill me 


0 Please enter my subscription for TELEVISION AGE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 





Evon Prose, who shifted to the L. A. 
office of Campbell-Mithun from Min. 
neapolis as media supervisor, will be 
buying on Laura Scudder potato 
chips, among others. 


HILLS BROS. COFFEE, INC. 
(N. W. Ayer & Son, Inc., Phila.) 


Renewal time is here or near in the 
numerous markets used by this coffee 
company over a 30-state area. Activity is 


| continuous in some 40 markets where 


minutes and 20’s are set on year-round 
schedules. Isabel Ziegler is the timebuyer. 


INTERNATIONAL LATEX 
CORP. 


(Brown & Butcher, Inc., N. Y.) 


The Isodine division of this company is 


Traveling Studio 

Fort Wayne got its first taste of 
mobile video tape recently. It was 
served up by wPTA in that market with 
the assistance of a sister station, WTTV 
Bloomington-Indianapolis, at a major 
restaurant in Fort Wayne. 

The video-tape facility, operated 
by WPTA, consists of two units: the 
Encore, containing vtr equipment, 
and the Escort, which is a remote 
equipment truck. These units set up 
operations at the Hobby. House Ranch 
House in Fort Wayne, where the main 
dining room was turned into a tv 
studio. The stations then presented a 
special showing of mobile tape to the 
area’s advertising agencies, business- 
men, press and industry. After a 
specially prepared taped sales presen- 
tation was made for mobile, or what 
the station calls Traveltape, those 
present were able to participate in ac- 
tual taping operations. 

The mobile unit, which allows an 
event to be recorded at any remote 
location, is available to all Sarkes 
Tarzian stations (WPTA, WTTV and 
WFAM-TV Lafayette, Indiana). 
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eremy Sprague, a media supervisor 
J at Cunningham & Walsh, New 
York, is responsible for media plan- 
ning and strategy for one of the 
agency's three media account groups. 
He started in the agency field at 
Compton Advertising in 1949 and 
has been at C&W since 1954, Al- 
though his background has been in 
the area of radio and television, his 
duties are now equally divided among 
all media. 

Mr. Sprague feels that it is vitally 
importaat for the media man to keep 
his client’s marketing considerations 
firmly in mind. “Media buying must 
always be client-oriented,” he states. 
“A good media availability does not 
necessarily constitute sound advertis- 
ing for a particular client in a par- 
ticular campaign. It is the buyer’s re- 
sponsibility to evaluate, not only in 
terms of cost and coverage, but in 


readying a new cold-remedy product for 
test markets. If past procedures are 
followed, day and night minutes will 

run. A company spokesman noted that 
further details would be available in 
December. Ralph Tassinari is the 
account executive. 


KIPLINGER WASHINGTON 
EDITORS, INC. 


(Albert Frank-Guenther, Law, Inc., 


N.Y.) 


This publisher of Changing Times magazine 
and other business publications has relied 
heavily on radio in the past, but is 
reportedly mulling a tv spot test in 
January. Exact scope of the campaign was 
indefinite at press time. Broadcast buyer 
Larry Butner is the contact. 


LESTOIL, INC. 


(Jackson Associates, Inc., Holyoke, 
Vass.) 


The new dry-bleach product, LESTARE, 
from this famed spot-user is now using 
schedules in major New England markets 
and throughout New York state and has 
just opened the New York metropolitan 
area. By issue date, Philadelphia should 
be running schedules. Introductory 
strategy is to buy additional exposure 

in most markets, as well as to convert 
existing LESTOIL schedules to the new 
product for two weeks. Public reception 
has been excellent, the agency reports, 
and production is racing to stay with 
demand. More markets will be added as 


ee a ee ee 


JEREMY SPRAGUE 





terms of the client’s objectives. Fur- 
ther, a buyer should always consider 
himself a part of the advertiser-agen- 
cy team; not as an amicus curiae of 
his particular media specialty, selfish- 
ly trying to force a greater share of 
the budget away from other media 
forms.” 

Mr. Sprague also believes that ad- 
vertising is a 24-hour-a-day job for 


fast as distribution allows. Eleanor Miller 
is the buying contact. 


NATIONAL BREWING CO. 


(W. B. Doner & Co., Baltimore) 
This brewer's NATIONAL BOHEMIAN 





the professional advertising man, “al- 
though this certainly does not mean 
desk work. A machinist can leave his 
lathe at 5 p.m. and that’s it for an- 
other 16 hours. But ideas can and 
should blossom at any time; and 
ideas are an advertising agency’s only 
commodity.” 

Jeremy Sprague, who’s known to 
his friends as Jerry, is single and in- 
gratiating. A native New Yorker, he 
has no desire to leave the city other 
than for an occasional winter vaca- 
tion in order to warm up. 

Though advertising is his hobby as 
well as his business, he is also inter- 
ested in music, circa 1915-1945, plus 
show tunes, and the other arts, as 
well as skeet shooting and flying. 

Mr. Sprague maintains that he 
wasn't able to get away from other 
people’s money even while in the 
service; during his hitch in the Navy 
he was pay and finance office super- 
visor aboard an aircraft carrier. 


beer, which uses regular spot schedules 

in a number of regional markets, begins a 
four-week push next week. Night and 
day minutes will run, with about a 
half-dozen filmed spots weekly. Media 
director Bill Murphy is the contact. 





The growth of television — 
with its high production costs 
and required specialists in di- 
rectors, producers, etc.—is cited 
as one of several reasons that 
advertising agency profits have 
declined since 1944. Fortunate- 
ly, Frederic R. 


dent of the American Associa- 


Gamble, presi- 


tion of Advertising Agencies, 
says in his new study of agency 
costs and profits, “There are 
signs here and there that agen- 
cies are learning how to reduce 
the costs of producing tv adver- 
tising.” 

While national advertising vol- 
ume rose from $2.97 billion in 
1949 to an estimated $6.33 bil- 
lion in 1958, says Mr. Gamble. 
the average profit margin for 
declined 


the agency business 





Tv and Agency Profit 


from 9.03 per cent in 1944 to 
3.23 per cent of gross income 
last year. “In terms of billing, 
agency profits in the past few 
years have averaged little over 
14 of one per cent.” 

Along with tv, Mr. Gamble 
points a finger at the rapid 
growth of collateral services of- 
fered by agencies as a factor 
behind profit decline. Without 
adequate reimbursement, he con- 
tends, agencies often provide re- 
search, marketing and merchan- 
dising counsel, public relations, 
etc. In the agency itself, com- 
petition for creative people has 
pushed salaries upward and 
caused the institution of numer- 
ous fringe-benefit programs, all 
of which help to lower profit 
margins. 
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This four-leaf clover 
is worth looking over! 




















































Missouri's 3rd TV Market 


151,400 TV HOMES* 


Lucky KODE-TV, Joplin, Mo., is 28% taller, 29% 
more powerful than the nearest competition. 
And KODE-TV covers: * a 4 state area * 151,400 
TV Homes * 669,800 people with $776,919,000 
buying power. 


KODE=-TV cnHanner 12 
JOPLIN, MISSOURI css-ABCc 


Rep. by Avery-Knodel « A member of the Friendly Group 
*TV Mag., June ’59 


ree 








lowest cost per thousand of 
all Indiana TV stations! 


Wy 


One hundred and eleven national 
and regional spot advertisers 
know that the Terre Haute 
market is not covered 
effectively by outside TV 








WTHI-TV 


CHANNEL 10 - cas —asc 


TERRE 
HAUTE 


INDIANA 


Represented Nationally 
by Bolling.Cco. 
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Night Colorcasts 


Announcing that it intends to 
colorcast 10 night baseball games 
next season from Crosley Field, 
WLW-T Cincinnati (and the Cros- 
ley Broadcasting Corp.) recent- 
ly issued a brochure commemo- 
rating the fifth anniversary of 
color television. 

Boosted by strong promotion 
of the Crosley stations in Cin- 
cinnati, Columbus, Dayton and 
Indianapolis, color-set sales in 
the areas have climbed to an es- 
timated 30,000 total. As outlined 
the booklet, 


WLW-T raised its weekly average 


in anniversary 
of colorcasting from 1714 hours 
to more than 20 in past months 
by covering a dozen Saturday 
and Sunday Cincinnati Redlegs 
ball games. Next season’s night 
games, in addition to a variety 
of regularly scheduled shows, 
should further increase the total. 

Along with an illustrated his- 
tory of color tv, the Crosley bro- 
chure details how WLW-T covers 
baseball with three color cameras 
and a mobile unit, station pro- 
motion, critical reaction to color 
and how colorcasting can double 
a program’s ratings. Included is 
a fall 
WLW-T which shows the station 
is broadcasting nearly five hours 


program schedule for 


of color per day. 











NEW YORK LIFE INSURANCE 
co. 


(Compton Adv., Inc., N. Y.) 


Just about two years ago, it was announced 
that this insurance firm was on the verge 
of testing tv spot with some minor 
placements. Activity since has been 
limited, but a new schedule starts about 
issue date in a few markets. Nighttime 20's 
will run for three weeks. Graham Hay 

is the timebuyer. 


NORTH AMERICAN PHILIPS 
CORP. 


(C. J. LaRoche, N. Y.) 


The fall campaign for NORELCO shavers 
is greatly expanded over last year’s, in 
which only a dozen markets got spot 
placements for a few weeks in support 

of network activity. This year, however, 
spot schedules kicked off in mid-September 
in some 85 markets. The filmed minutes 


will run until just before Christmas. 
Jane Present is the timebuyer. 


NORWICH PHARMACAL CO, 
(Benton & Bowles, Inc., N. Y.) 
Following a hiatus of a few weeks since 
the second PEPTO-BISMOL drive of the 
fall ended, new schedules get under 
way about issue date in a great many 
top markets. Night minutes and 20’s will 
run until the first of the year. 

Al Hornell is the buying contact. 


Agency Activity 

who directed video's 
famed Kukla, Fran and Ollie over a 10-year 
period, 


Lewis Gomavitz, 


Los 


joined the Angeles office of 





MR, GOMAVITZ 


Erwin Wasey, Ruthrauff & Ryan, Inc., as 
tv producer-director. He’s now handling 
Take A Good Look for EWR&R client 
Dutch Masters Cigar Co. 

Also on the coast, Thomas M. Lufkin 
joined the Hollywood Ted Bates & Co., Inc., 
office as a tv-radio supervisor. He has served 
ABC-TV in a variety of capacities since 
1953. 

James Lewis, formerly program director 


for Wisconsin Broadcasters, Inc., and who 





MR. LEWIS 


has served as an announcer, joined the 
tv-radio department of Cramer-Krasselt Co., 
Milwaukee. 

The Chicago office of EWR&R added Ted 
K. Schulte as a film director. Mr. Schulte 
has served as director of analytical per 
formance films for the Chicago Cubs base- 


ball team. 
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wkyt Lexington, Ky., channel 27, is completing construction of a modern 


new studio facility and expects to move into the building within a few weeks, 


according to general manager R. C. Wiegand. The station, which carries 
CBS-TV and ABC-TV programs, has recently increased its power from 15 kw 


to 215 kw. 


OSBORNE-KEMPER-THOMAS 
co. 

(Foote, Cone & Belding, Inc., 
Chicago) 

This company, which produces advertising 
novelties, calendars, etc., and which has 
previously placed its advertising direct, 
reportedly will break a campaign. through 
FC&B early next month for HOLIDAY 
SPRINKLES, a Christmas-decoration kit. 
Some 45 markets will get two weeks of 
12-20 minutes weekly, depending on the 
market. Genevieve Lemper is the 

buying contact. 


PROCTER & GAMBLE CO. 
(Compton Adv. Agency, Inc., N. Y.) 
As noted in Tele-Scope Oct. 5, the success 
of DUNCAN HINES deluxe cake mixes 
is largely credited to spot tv. Already 

in more than 130 markets, the product 
is being introduced this month into 
additional areas, primarily in the east- 
south-central U. S. Both day and night 
minutes and prime-time 20’s are set 

for runs of near-saturation frequency. 
Doug McMullen is the timebuyer. 


PROCTER & GAMBLE CO. 
(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 


As it did last year at this time, DASH 
detergent poured some additional money 
into a number of small markets not 
previously used for a final year-end 
push. Larger areas with existing schedules 
received some extra spots. Night and 

day minutes are used. Jim Hunter is 

the timebuyer. 


ROYAL CROWN CORP. 
(D’Arcy Adv. Co., Inc., N. Y.) 
Another account setting plans for next 
spring is this soft-drink producer. A series 
of minutes, 20’s and ID’s has been 

filmed for use on a co-op basis between 


the parent concern and local dealers 

in each market, who will sei their own 
schedules. In a group of major markets, 
however, the agency will most likely do 
some buying for ROYAL CROWN and 
NEHI sodas. Jim Moreno is the timebuyer. 


Rep Report 

Rudy B. Wissler joined Peters, Griffin, 
Woodward, Inc., as a video account execu- 
tive working from the Hollywood office. He 
has been most recently with KNxt Los 
Angeles. 

The San Francisco office of NBC Spot 
Sales added Kenneth G. Fuller to its sales 
staff. Mr. Fuller was formerly with the 
Katz Agency and the Don Lee Broadcast- 
ing System. 

Tom Comerford, formerly media super- 
visor at Young & Rubicam, Inc., joined the 
sales force of H-R Television, Inc., in New 
York. He had been at Y&R since 1952 and 
previously was at Kenyon & Eckhardt, Inc. 

Formerly an account executive with H-R 
Representatives, David A. Harris joined 
Weed Radio Corp., New York, in a similar 
capacity. 

Edward Petry & Co. announced the addi- 
tion of Philip H. Burrell cs assistant man- 
ager of tv research. Mr. Burrell was pro- 
motion director and sales consultant with 
wsyR-TV Syracuse and several radio stations 
in that city. 

Pearl G. Masser was named assistant pro- 
motion manager of CBS-TV Spot Sales after 
serving as copywriter for the department 
since 1957. 

Expanding its promotion department, 
Avery-Knodel, Inc., named Edward Lawson 
and David Hirth as tv-radio promotion 
writers and added Ruth Jakas to the ad- 
vertising, publicity and promotion staff. Mr. 
Lawson has been with United Artists, CBS 
Newsfilm and Paramount News; Mr. Hirth 
was with the research section of ABC. 





SOUTHERN BELL TELEPHONE 
& TELEGRAPH CO. 
(Tucker Wayne & Co., Atlanta) 


The 1960 plans for this firm in Louisiana 
are reportedly being laid now, with top 
markets considered for five-minute program 
buys in the news-weather-sports category. 


When you buy 


KCTV, SAN ANGELO 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 


© F xc, san ancroo G 
J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 


This is Forest Cooke, WHBF-TV program director 
in conference with members of production staff. 


His Decisions are Based on 
30 Years Experience in 
Building Audiences for 
WHBF — and its Advertisers 


STRONG & PRODUCTIVE FROM DEEP ROOTS 


WHBF 


Eastern lowa * RADIO & TELEVISION 





Covering Western Illinois 
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. The Rifleman KGo-Tv ........... 





CHICAGO 
4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Highway Patrol (Ziv) wen-tv Fri. 9:30 
Mike Hammer (MCA) wen-tv Thu ; 





. San Francisco Beat (CBS) wen-tv Wed. 9 .. 
Phil Silvers" (CBS) wGN-Tv Mon. 9 ...... 


Huckleberry Hound (Kellogg) 


WoN-TV Wed. TsBO ...cccccccccccccces 


Citizen Soldier (Flamingo) 


WHBQ Mom. 9:30 2. crcceccccccccsccces 
. Rescue 8 (Screen Gems) WGN-TV Mon. 8:30 . 
. Whirlybirds (CBS) wan-tv Thu. 9 ....... 
Sea Hunt (Ziv) wnsq Sun. 10 .........-. 
Medic (CNP) won-Tv Sun. 8:30 ......-- 


. State Trooper (MCA) woGNn-Tv Mon. 9:36 


. Ciseo Kid* (Ziv) won-tTv Mon. 6 ........ 
. 26 Men (ABC) wen-tv Wed. 8 .......-- 


. Sky King* (Nabisco) won-tv Thu. 6 
. New York Confidential (ITC) 


woGNn-Tv Wed. 9:30 ......-- cceccesssces 


TOP FEATURE FILMS 


. Best of CBS* weem-tv Sat. 10-12:15 a.m. 
. Movietime, USA wBkB Fri, 10-11:45 ...... 


Evening Performance WBBM-TV 
Sun. 10:30-12:30 a.m. .......-- 
Evening Performance WBEM-TV 


Bri. 20:25-123:15 a.m. 2... cccccccccecs 
Movietime, USA wBKB Mon. 10-12:15 a.m. . 


TOP NETWORK SHOWS 


Gunsmoke* WBBM-TV ......+-+++++ eeccces 

77 Sunset Strip WBKB .........sceeseeesd 
3. June Allyson* WBBM-TV ...... connes 

Alfred Hitchcock Presents WBBM-TV ......- 
. I've Got a Secret WBBM-TV 


. Peter Gunn WNBQ .....-e-eeeees 


What's My Line wBBM-TV 


. Jimmy Durante* WNBQ .........-+. 


. Loretta Young Presents wNBQ 


. The Rifleman WBKB ........0eeseeeeeees 


SAN FRANCISCO 
4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Sea Hunt (Ziv) KRoN-TV Tue. 7 ........ 25. 

. Mackenzie’s Raiders* (Ziv) Kprx Fri. 8:30 . 

. Highway Patrol (Ziv) KRON-TV Tue, 6:30 .. 
U. S. Marshal (NTA) KRON-TV Thu. 7 

. Divorce Court (Guild) KROoN-TVv Sat. 6 

. San Francisco Beat (CBS) Kprx Sat. 7 

. Bold Venture (Ziv) Kron-Tv Thu. 6:30 


. Death Valley Days* (U. S. Borax) 


EPIX Sat. 10:30 ....-ceccceccccccsecces 
9. Rescue 8 (Screen Gems) KRON-TV Wed. 6:30 
. The Honeymooners (CBS) 


Mmot-SV Bem. S380 2. ncccccccsccscccess 
Huckleberry Hound (Kellogg) 
MES WOR. SIGS nc cwescevcvccceeses 
2. Science In Action* (Coronet) 
BRON-TV Blom. FT .. ccc ccccccccccscces 
Flight (CNP) KTvu Thu. 7:30 .......... 
- Dial 999 (Ziv) KRON-TV Tue. 10:30 
Amos ’n’ Andy (CBS) ktvu M-F 6 
TOP FEATURE FILMS 
Fabulous Features Kprx Sun. 5:30-7 ...... 
. Movie Time KRON-TV Sun. 5:30-7 ........ 
Major Movie KRON-Tv Fri. 10-11:30 ..... 
Early Show xprx Thu. 5:30-7 Satan 
Early Show KPIX Mon. 5:30-7 ........+.+ 
TOP NETWORK SHOWS 
- Cheyente® KGO-TV ..cccccccccccccccs eed 
« Gamamaie® BPI .nccccccccccccccsccccced 
CU Ge SD OGRE aw cccccvccccceccel 
SG, SG bes vu vcivcusescesseceesat 
Alfred Hitchcock Presents KPIX 
. Wagon Train KRON-TV ............. ae 
- The Price Is Right KRON-TV ............ 26 
- The Real MeCoys REOTV .....c.cccccces 26.3 
. Wednesday Night Fights KGo-Tv ........ 





"Indicates programming change during four 
period 


One-week rating given. 
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. Gunsmome* WIPK-TV ... 1. cee eee e eens 


on 





- Peter Gem WWI-TY .ncccccccccccccecs 
Desilu Playhouse* WJBK-TV .........++.+-+ 

. Wyatt Earp wXyz-Tv ... Le 2 aia 

. The Rifleman WxYz-TV ............. 
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. Rescue 8 (Screen Gems) KING-TV Fri. 9:30 .30. 
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4. Topper (Schubert) Komo-TvV Mon.-Thu. 5:30 1% 
. Woody Woodpecker (Kellogg) 
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ARB City-By-City Ratings September 1959 


DETROIT 
4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Divoree Court* (Guild) wspK-Tv Tue. 7 ..16.5 
1 


Sea Hunt* (Ziv) wseK-Tv Sat. 10:30 ....16. 
The Honeymooners* (CBS) wws-tv Fri. 7 ..13.9 


Four Just Men* (ITC) wseK-tv Sat. 7 ...13.9 
Huckleberry Hound (Kellogg) 

CREWS “Bhe. TF nncccccccccecccces . 12.6 
Death Valley Days (U. S. Borax) 

WEST FM FT ces ecccccvensscascseces 12.5 


. Bold Venture (Ziv) wxyz-Tv Tue. 10:30 11.9 
. Cannonball* (ITC) wxyz-tv Fri. 8:30 ....11.3 
. Official Detective (Famous Films) 


WHES-EV Thm. 20 2. cccccccccccccecsece 10.8 


. Panie (Victory Program Sales) 


Ww-ee Tae. BO2E8 ccccsceccccceces 10.6 


. Dr. Christian* (Economee) wsBK-TV Mon. 7 10.4 
. Woody Woodpecker (Kellogg) 


Outw-Tv Tue. 6380 2... ccccccscccccess 10.1 


2. Championship Bowling (Schwimmer) 


WEUB-SV Bah. TD BD ccccvcccesevcccccees 10.0 


. Mike Hammer (MCA) cKiw-Tv Thu. 9 ... 9.7 
- New York Condential (ITC) 


WIBK-TV Fri. 10:30 ......ee00- eeccces 9.2 


TOP FEATURE FILMS 





1. Five Star Feature* 

wsBK-Tv Wed. 7:30-9:30 ........ 30.4 
2. Million Dollar Movie oKLW-TV Thu. 7 9 .11.6 
3. Bill Kennedy Showtime 

OKLW-TV Sun. 1-3:30 .....0-.cecccccess 11.5 
4. Nightwatch Theatre 

WIJBK-Tv Sun. 11:15-1:45 a.m. .........- 8.4 
5. Million Dollar Movie 

CKLW-TV Sun. 3:30-5:30 .......2-ceeees 8.2 


TOP NETWORK SHOWS 
77 Sunset Strip wxyz-Tv 


M Squad* wws-tTv 


Maverick WEYE-TV .....cccccccccccccces 
Cheyenne* WXYZ-TV ......... sviaenne 


Have Gun, Will Travel WJBK-TV ....... 


SEATTLE-TACOMA 
5-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


te bo 


Highway Patrol* (Ziv) Komo-Tv Thu. 6:30 .28 
Sea Hunt (Ziv) KING-TV Fri. 10 ........ 24.6 


. Cannonball (ITC) Komo-tTv Thu. 7 ..... 21.1 
. Divorce Court (Guild) KING-TV Mon. 9:30 .21.0 
. Huckleberry Hound (Kellogg) 


RING-Tv Thu. 6 ..ccccccccccccccceccces 20.8 


7. Mike Hammer (MCA) KING-TV Sun. 10 ..19.7 
8. Death Valley Days (U. S. Borax) 


RING-TV Thu. 9 ..ccccccccccccvcsescces 18.1 


. Colonel Flack (CBS) KinG-tv Thu. 9:30 ..16.0 
. Flight (CNP) KinG-Tv Wed. 7 ..........- 14.3 
. The People’s Choice (ABC) 


moeto-tv Wed. 9:80 ..cccceccceccee 14.0 
2. Superman (Kellogg) KING-TV Mon. 6 ..... 12.8 


. Roy Rogers (Roy Rogers Synd.) 


MING-TV Bat. 6 .nccccccccccesercccccecs 12.6 
> 


BING-EV Bee. 6 ccccccccccecccccccccces 11.8 


TOP FEATURE FILMS 


Maisie Theatre KING-TV Mon. 8-9:30 .....17.3 
Armchair Theatre* KING-TV Sun. 2-4 ..... 13.2 


. Big 7 Double Feature 


KirO-TV Sat. 9:30-12:30 a.m. ........... 9.1 


4. Film Feature* KomMo-Ty Sat. 9:30-11:15 a.m. 8.8 
. Major Studio Preview 


KOMO-TV Sat. 10:30-12:15 a.m. ........-. 8.5 


TOP NETWORK SHOWS 





« Maverick KING-TV ......+-00005 ecccccces 40.9 
- The Real McCoys KING-TV .......eseeee: 40.6 
77 Sunset Strip KING-TV ...........00-- 38.9 
. Cheyenne* KOMO-TV 3.9 
The Missa RNS on ccccccccccccescs 33.0 
» MQWMOM RING-BV cc ccccccsccccccccacese 32.3 
The Price Is Right KOMO-TV .........+..- 31.9 
Rees DOE TNE oiccsccccecsciacs 30.9 
. Tombstone Territory KING-TV 2 
- Haye Gun, Will Travel Kiro-TV ..........27.3 
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. Whirlybirds (CBS) Ksp-Tv Tue. 10 
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MINNEAPOLIS-ST. PAUL 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Borax) 





WOES Bas. O500 oc cccancessvnseccsan 
State Trooper (MCA) KsTP-TV Tue. 9:30 
Highway Patrol (Ziv) 

KSTP-TV Mon., Thu. 9:5 

Roy Regers (Roy thea Synd. ) 
Mae Gee. BE BM cccccsccen 
Woody Woodpecker (Kellogg) 
WORSE WE. © ccccsccscdaces 
New York Confidential* (ITC) 
wooo-Tv Tue. 7 ......... 


. Three Stooges (Screen Gems) 


WORS-ST Bat. BUsBO GM. ccccccvececes 
Three Stooges (Screen Gems) 
Woco-TV M-F 5:30 .......e.0- 


. Whirlybirds (CBS) wron-Tv Mon. 8:30 

. Bold Venture (Ziv) wron-Tv Mon. 9 

- Sea Hunt (Ziv) wron-Tv Thu. 9 ........ 
2. Badge 714 (CNP) meTp-Tv Mon. 10:30 


San Francisco Beat (CBS) 
maneeee Diem. ScB0 ccrcccsvsccece 


. Laurel and Hardy (Governor Ty) 


MMaP-EU Bab. 6 ccccccccccvsccecccacces 
Mr. District Attorney (Economee) 
BeTP-EV Wed. 10580 wocccccccccccccccce 


TOP FEATURE FILMS 
Your 9 O’Clock Movie 
—meerny Wek. S-2OsB8 2. cccccccecccnes 
Movie Spectacular 
WTON-TV Fri. 10-12:15 a.m 
Your 9 O’Clock Movie 
KMSP-TV Mon. 9-10:30 


. Your 9 O'Clock Movie 


masm-Ou Gam. O-20266 2... ccccvcccsess 
Your 9 O’Clock Movie 
waeeP-Sv Vel. 9-20280 2. cccccccccescccs 


TOP NETWORK SHOWS 


- Gunsmoke® WOOO-TV .nccccccccccccces 

2. Desilu Playhouse* Wooo-TV .............. 
3. I’ve Got a Secret WOOO-TV ........eee0e- 
> Wen Seis CSG hive cece cccéncoseu 


What’s My Line woco-ty 
Have Gun, Will Travel wooo-tv 


. The Price Is Right KsTP-TV ........... 
. The Millionaire wooo-Tv 


U. S. Steel Hour* weoo-tv 
Maverick WTON-TV ...cc-ecececesss 


ST. LOUIS 


4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
Sea Hunt (Ziv) KTvi Fri. 9:30 
State Trooper (MCA) Ksp-Tv Tue 





. Highway Patrol (Ziv) Ksp-rv Thu. 9:30 
Mike Hammer (MCA) ksp-Tv Sat. 10 ....21 


U. S. Marshal (NTA) Ksp-Tv Wed. 10 


Silent Service (CNP) kKsp-Tv Thu. 10 


. Roy Rogers (Roy Rogers Synd.) 


KSD-Tv Sat. 10:30 a.m. 


Popeye (UAA) KMOX-TV Sat. 11;30 a.m. 


. U. 8. Border Patrol (CBS) xksp-rv Fri. 10 . 


Annie Oakley (CBS) KMox-Tv Sat. 6 


. It’s a Great Life (Viciory Program 


Relen) Meee Be. BO ccc ccscecvcescvec 


. Death Valley Days* (U. S. Borax) 


EEVS Del. 20 cccccsecece eocece eoccsce 
Mackenzie’s Raiders (Ziy) xKTv1 Sun. 10 


FOP FEATURE FILMS 
Gold Award Theatre 
K8D-TV Sat. 10:30-12:15 a.m. ........2-- 
Late Show KMoOx-Tv Fri. 10:30-12:30 a.m. . 
First Run Theatre* 
HMOX-TV Sat. 10:15-12:15 a.m. 


TOP NETWORK SHOWS 


» GEE” BIR cccccoscceccccccess 
. June Allyson* KMOX-TV 
3. Have Gun, Will Travel KMOX-TV ........ 

- ve Get a Secret KMOK-TV ..... cc ccccees 
5. U. S. Steel Hour*® mxmoz-tv .............33.8 
. What’s My Line KMox-TV ..............- 


Cuter Ge BARSY cc ccwcvccccccsccetes 


- Desilu Playhouse* KMOX-TV ............. 


Woes SUNN GRY oc ccc ccccccccéseces 
Joseph Cotten KMOX-TV ...........0.e08: 
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. Late Show KMox-Tv Sun. 10:30-12:30 a.m. . 
. Late Show KM@xX-TV Mon. 10:30-12:30 a.m. . 
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Media director Anne Benton and 
timebuyer Ruth Trager are the contacts. 


STANDARD BRANDS, INC. 
(J. Walter Thompson Co., Inc., N. Y.) 


Having used primarily radio alone for 

its broadcast activity for some time, 
FLEISCHMANN’S yeast kicked off tv 
spot schedules this month in some 36 
markets. Daytime minuies and 20's, about 
a dozen per week, will go for six weeks. 
Carrie Senatore is the timebuyer. 


SCOTT PAPER CO. 


way and will run until mid-December 
on SOFT-WEVE tissue. Prime-time 20's 
and day and late-evening minutes are 


Angeles and on KFMB-TV and KFsD-TV San 
Diego. The campaign is built around 


print ads used in national magazines. 
It'll probably move into other markets 


(J. Walter Thompson Co., Inc., N. Y.) 


A two-market campaign is currently under 


running on KNXT, KTTV and KRCA-1tvV Los 


“fashion show” commercials adapted from 








Wagon Wheels Roll with Tv 


“We've never seen such instantaneous results from an advertising cani- 
paign,” says Larry Butner, account executive and timebuyer on the Bui- 
toni Foods Corp. account at Albert Frank-Guenther, Law, Inc., New York, 
in discussing the company’s new spot drive. 

“Buitoni had Wagon Wheels— 
macaroni shaped like tiny wheels 
—sitting around for several 
years,” he recounts. “It just 
didn’t move. A few months ago 
Edward de Lancellotti, the com- 
pany’s ad manager, decided to 
capitalize on the western trend. 
He redesigned the package, play- 
ing up a western motif of cow- 
boys and wagons.” 

In late September the ren- 
ovated product began getting 
once-weekly exposure in an ID 





announcement following Wagon . 
Train on wrRca-Tv New York. Cap’n Swift, werx New York, sells 
Three childrens’ programs were Wagon Wheels on Popeye. 
purchased, one each on WABC-TV, 
WPIX and WNEW-TV, with each show getting three live minutes per week. 

“Sales tripled in four week,” relates account supervisor Bob Day, “and 
we've hardly begun to roll. The kid shows were bought for 13 weeks but 
will now continue indefinitely. We just added two shows each in Boston, 
Hartford, Providence and Philadelphia. Next we intend to move into 
Los Angeles, Miami and Chicago.” 

The use of juvenile programs is a first for Buitoni, but with Wagon 
Wheels the firm thought it had a distinctive and low-cost item that could 
be moved by tv-personality selling. Another product called Mari Twists—- 





spaghetti twists in sauce—possessed the same qualities. To promote it, 
a five-minute weathercast on WRCA-TV was bought twice each Saturday 
night for 52 weeks. Taped commercials are used. 

“It’s our first experience with tape,” says Mr. Day, “and it’s worked 
out beautifully. We couldn’t think of doing several live commercials each 
Saturday with the cooking, steam tables, sauces, etc. With tape, we made 
an entire series of announcements at one time.” 

As with Wagon Wheels, the Mari Twists campaign has been so suc- 
cessful that “grocers actually contact the company’s salesmen.” The over- 
night acceptance of both products, reports Mr. Butner, is due solely to 
tv, since no other medium has been used. 

“From the initial results,” he said, “Buitoni should be spending about 
$500,000 in spot over the next 12 months. We’ve found that promoting 
special items helps to move the entire line.” 



































































‘< i on Mt gr “ft. 
to give up a few hours a year 
for a health checkup? 

Your best cancer insurance is 
a thorough checkup every year, 
and alertness to Cancer’s 7 
Danger Signals. 

Learn how to guard yourself 
against cancer. Write to 
“Cancer” in care of your 


local post office, or call your 
nearest office of... 


American Cancer Society Ye 


SLAIR TV 


*KTVI RATE CARD 









KTVlo=> 
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Source Book 
of 

TV Success 
Stories 
Volume Two 


Over 400 case histories 
from every size market, 
demonstrating tv's ability 
to sell! 


Product Groups Include: 


Shoe stores and 
Manufacturers 


Farm Implements and 
Machinery 


Electric Power Companies 
Gas Companies 

Telephone Companies 
Insurance Companies 
Coffee Distributors 

Men’s Clothing Stores 
Cough and Cold Remedies 
Electrical Appliances 

Beer and Ale 

Department Stores 


Restaurants and 
Cafeterias 


Moving and Storage 


Television and 
Radio Receivers 


ONLY $3 00 PER COPY 


Television Age 


444 Madison Ave., 
New York 22, N. Y. 


















Robert R. Hansen (c.), merchandising director of wcco-tv Minneapolis, was 
the winner of the TELEVISION AGE Merry Olds in the prize drawing which was 
a highlight of the Broadcasters’ Promotion Association’s fourth annual conven- 
tion in Philadelphia. Congratulating Mr. Hansen on winning the reproduction of 
the 1901 model Oldsmobile are Gene Godt (l.), newly elected president and 
Don Curran (r.) new second vice president of BPA. Mr. Godt is promotion 
director of Kyw-tv Cleveland and Mr. Curran holds the same post with KTVI 


St. Louis. 


after the first of the year. Marie Barhato 
is the timebuyer. 


STERLING DRUG, INC. 
(Dancer-Fitzgerald-Sample, Inc., 

a a 

A small group of major markets reportedly 
is getting schedules on BAYER’S BABY 
aspirin to begin early this month and 
run for six or eight weeks. Day and 










late-night minutes are used in frequencies 


of four-to-six per week. Ron Bobic 
is the timebuyer. 


STOKELY-VAN CAMP, INC. 
(Lennen & Newell, Inc., N. Y./ 


While it was known that the agency has 
a number of four-week radio flights running 
ONG 


for its new line of juices—PING, 
and PI-LI—in various markets, a few 





With the start of its third sea- 
son last month, Dance Party, on 
WLBZ-TV 
days from 5 to 6 p.m.—the only 


Bangor, Me., Satur- 


show of its type to be seen north 
of Portland, according to pro- 
gram director Dave J. Hart- 
instituted a new feature in the 
form of a “salute” to a “high 
school of the week.” 

The station is sending letters 
to the principals of all schools in 
its viewing area and inviting 
them to participate in the pro- 
gram. Through photos and other 
material Dance Party will give a 
brief history of the school of the 





‘School of the Week’ 


week, and students from the par- 
ticular school will be invited to 
dance on “their” program. Top 
talent from the saluted school 
will also be presented on the 
show. 

Two years ago Dance Party 
introduced teen-age panels, drop- 
ping them last year to see if that’s 
what its audience wanted. The 
response was such that the panels 
have been reinstated this season. 
Panelists who 
write in requesting “panel duty” 


are youngsters 
and answer questions which are 
submitted by of the 
WLBZ-TV program. 


viewers 
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Buyer’s Check List— 


New Stations 


xLyp-Tv Bakersfield changed its opening 
date from Oct. 26 to Nov. 8. Station, an 
ABC-TV affiliate, is owned by Kern County 
Broadcasting Co. National representative is 
George P. Hollingbery Co. 

wasc-trv Greenwood, Miss., channel 6, 
Highway 82-West, began operation Oct. 20. 
Station is an ABC-TV and CBS-TV affiliate 
and is represented nationally by Weed Tv. 
Cy N. Bahakel is general manager and Don 
Neil sales manager. Base rate is $200. 

wFamM-TV Lafayette, Ind., channel] 18, Mc- 
Carty Lane, resumed telecasting Nov. 1. 
Robert G. Holben is general manager. The 
Station is an interconnected EMP affiliate 
of CBS-TV. The Meeker Co. is national 
representative. 


Station Changes 


KcsJ-tv Pueblo-Colorado Springs, chan- 
nel 5, returned to the air Sept. 25 with an 
increase in power from 13.5 kw visual to 
100 kw visual and an increase in tower 
height from 400 feet above average terrain 
to 1,339 feet above average terrain. Loca- 
tion of tower was changed from Pueblo to 
7.2 miles ENE of that city. The station is 
represented by the Meeker Co., Inc. 

KOLO-rv Reno, channel 8, on Oct. 22 in- 
creased power from 11.5 kw visual to 77 
kw, using directional antenna giving 166 
kw maximum N-S. 

KHTV Portland, Ore., channel 27, went off 
the air this month following a filing of 
bankruptcy petition. Station plans to return 
to the air after a reorganization. 

wox1 Jackson, Tenn., channel 7, has ex- 
tended its telecasting day from 2 p.m. to 
midnight to 10 a.m. to midnight. 












STATION NETWORK 
PERSONAL 


and 
REPRESENTATIVE 


KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPBN-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, N. Y. 
Plaza 5-4262 
























WGAN-TV Portland, Me., went on the air | 
Oct. 30 with its new 1,619-foot tower, “the | 
tallest man-made structure in the world.” | 
Station had planned a Nov. 19 start, but | 
extensive tests proved so successful that the 
starting date was moved up. National rep- 
resentative is Avery-Knodel, Inc. 


wkyt Lexington, Ky., channel 27. is now 
' 


operating at 215 kw. Station formerly op- 
erated at 15 kw. 

WLUK-TV Green Bay, channel 11, went on 
the air in that market on Oct. 1 with a new 
tower height of 1,050 feet above average 
terrain and power of 316 kw visual. The 
station, owned by M & M Broadcasting Co., 
was formerly wmsv-tv Marinette. It is rep- 
resented by George P. Hollingbery Co. 

woop-tv Grand Rapids, channel 8, ex- 
pects to complete construction of a new 
1,000 foot tower by Jan. 1, 1960. It is ex- 
pected to provide prime signals in Lansing, 
Kalamazoo and Battle Creek. 

wvuE New Orleans, channel 12, on Oct. 
21 increased its power from 65 kw audio 
and 130 kw video to 125 kw audio and 
250 kw video. Weed Television Corp. is 
national representative. 


New Representatives 


wcov-tv Montgomery has appointed 
Venard, Rintoul & McConnell as a national 
representative, effective immediately. 

wpaM-tv Hattiesburg, Miss., has appoint- 
ed Weed Television Corp. as national rep- 
resentative, effective immediately. 

wPBN-TV Traverse City has appointed 
Venard, Rintoul & McConnell as national 
representative. 

wsix-Tv Nashville, has appointed Peters, 
Griffin, Woodward, Inc., as national repre- 
sentative, effective immediately. 

wrom-tv Cheboygan has _ appointed 
Venard, Rintoul & McConnell as national 
representative. 


Network Rate Increases 


ABC-TV: 
wJar-Tv Providence, R. L, from $1,300 
to $1,400, Nov. 1. 


CBS-TV: 
WSAU-TV 
Nov. 1. 
WTHI-TV Terre Haute, from $500 to $525, 
Nov. 1. 


Wausau, from $300 to $325, 


Network Changes 


cyss-tv Cornwall, Ontario, Canada, chan- 
nel 8, has joined CBS-TV network as an 
interconnected affiliate in the Canadian 
group. Basic rate $200. 

KXLJ-Tv Helena, Mont., associate station 
of KxLF-Tv Butte, has resumed operations. 
No additional charge is made by NBC-TV 
for KXLJ-T". 





Paul Bunyan's 
blue-ox, "Babe" 
made an impression! 


SO DOES 
PAUL BUNYAN RADIO 


Try us for advertising that 
leaves a deep, clear 
impression of your product 


in the minds of listeners! 





We speak to 298,400 people 
plus thousands of summer 
residents in Michigan's 
Great Northland 


PAUL BUNYAN RADIO 


wrem WATT WATZ 
1400 KC 250 watts 1240 KC 250 watts 1450 KC 250 watts 
Traverse City Codillec ipens 
WMBN WATC 
1340 KC 250 watts 900 KC 1000 wetts 
Petoskey Gaylord 


Represented by 
Venard, Rintoul & McConnell, Inc. 


P.S. TV too? Absolutely! 2 fine 
stations reach 25 counties, 
332,700 viewers, 85,740 receivers 
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CANCER’S 
DANGER 
SIGNALS 

CAN BE 
SAFETY 
SIGNALS 


te 


You can do two things to guard 
yourself against cancer: Have an 
annual health checkup. Alert your- 
self to the seven danger signals 
that could mean cancer: 1. Unusual 
bleeding or discharge. 2. A lump or 
thickening in the breast or else- 
where. 3. A sore that does not heal. 
4. Change in bowel or bladder hab- 
its. 5. Hoarseness or cough. 6. Indi- 
gestion or difficulty in swallowing. 
7. Change in a wart or mole. If 
your signal lasts longer than two 
weeks, go to your physician. Give 
him the chance to give you the 
chance of a lifetime. 


AMERICAN CANCER SOCIETY 


STATION 
SALESMANAGERS 


Spark Your Sales 
With Ready Made 


ANIMATED 
COMMERCIALS 


Clients Name 

Included 

sy HOME PRODUCTS 

ys FOOD AND BEVERAGE 

x AUTOMOBILE 

sx BANKING 

yi GENERAL LOCAL ADVERTISING 
For Your Sample Reel 

Write or Wire .. . 


FREDRIC 
STOESSEL INC. 


SSC&B’s Ira Gonsier is associate 
media director on Duffy-Mott, Inc.. 
Block Drug Co., S&H Greer. Stamps 


and Lipton’s instant tea. 


markets are getting video schedules as 
well. Daytime minutes are being used. 
Sally Reynolds is the timebuyer. 


| THEON CO. 


In Association with Ed Milton Productions | 


119 WEST 57th STREET 
NEW YORK, N. Y. — Judson 2-6978-9 
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(Joseph Reiss Associates, N. Y.) 
For its LASHBRITE eye make-up, this 


company recently came into tv with 
minutes and ID's featured in top markets 
through American Bandstand. After the 
first of the year, it’s planning to add 
additional markets and to buy in other 
time periods—movies, record shows, etc. 
Also added will be 20-second commercials. 
Lillian Firestone is the contact. 


U. S. TOBACCO CO. 
(C. J. LaRoche, N. Y.) 


SANO cigarettes, which ran about six 
weeks of tv spot last spring in the top 

10 markets, is returning with a similar 
program in a pre-Christmas drive. Filmed 
minutes and 20’s will be used. Jane 
Present is the timebuyer. 


UNIVERSAL SPRAY CAN 
CORP. 


(Rothstein, Simmons, Pascoe & 
Davis, Inc., N. Y.) 


The report printed elsewhere that this 
account would be expanding into 
half-a-dozen markets this month for its 
SPEED SHINE aerosol shoe polish was 
somewhat premature, according to agency 
vice president Howard Pascoe. Currently 
using spot in Rochester, Boston and 
New York, the polish is considering 
adding a few southern and western 
markets after the first of the year. 

Tv chief Stanley Simmons is the contact. 


WARNER-LAMBERT 
PHARMACEUTICAL CO. 


(Lambert & Feasley, Inc., N. Y.) 


While this company has a number of spot 
campaigns currently on for a variety of 
old and new toiletry products, it’s already 
begun mapping out plans for next 
spring’s drive on FIZZIES instant soft 
drink. The reports are that the successful 
use of kid-show minutes this past year 
will be repeated and probably intensified, 
Jim Watterson is the timebuyer. 





Tall Towers 


In the six months since TELEVISION AGE reported on tall towers—those 
rising 900 or more fcei from ground level—seven have been added, 
bringing the total to 128. Of these, 85 are 1,000 feet or more, and 40 
are between 900 and 1,000 feet from base to tip. 

Most notable is the 1,619-foot tower erected by wGANn-Tv Portland, Me., 
which becomes the tallest man-made structure in the world—taking that 
title away from the 1,610-foot tower of Ksws-Tv Roswell, N. M. 

Other new towers in the 1,000-foot class include wsmM-tv Nashville, 
1,362 feet; KTv1 St. Louis, 1,046 feet; Kswo Lawton, Okla., 1,046 feet; 
wspp-Tv Toledo, 1,039 feet, and Ksyp-Tv Wichita Falls, Tex., 1,036 feet. 

One new tower of more than 900 but less than 1,000 has been built, 
that of WLUK-Tv Marinette-Green Bay, which reaches a height of 958 
feet. 


In addition five stations hold cp’s for tall towers including: KFVS-TV 
Cape Girardeau, 1,677 feet; wiBt Jackson, Miss., 1,523 feet; KFDX-TV 
Wichita Falls, 1,044 feet; Kcsj-tv Pueblo, Colo., 968 feet, and Kxm 
Ardmore, Okla., 935 feet. 

Applications are on file for 12 other stations including: KcRA-TV Sacra- 
mento, 1,544 feet; KovR Sacramento, 1,544 feet: woBo-Tv Orlando, 942 
WEAR-TV Pensacola-Mobile, 1,284 feet; wrpi Columbus, Ga., 1,260 
feet; WTHI-Tv Terre Haute, 987 feet; wHAs-tTv Louisville, 1,856 feet; 
KLFY-TV Lafayette, La., 973 feet; KTAG-Tv Lake Charles, La., 1,043 feet; 
wnac-Tv Boston, 1,160 feet; wstv Jackson, Miss., 997 feet, and KCMC-TV 
Texarkana, 1,497 feet. 


feet; 
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ANNOUNCING 


The sixth annual series of informational luncheon-meetings N LD 
for advertising and broadcast 

executives seeking specialized 

news, views and data on current 

time buying and selling 

procedures. 

You are cordially invited to } \ | .. 

attend all 16 of these S | TAR 
meetings held in the 


Hawaiian Room of the presented by the 
Hotel Lexington RADIO AND TELEVISION EXECUTIVES SOCIETY, INC. 
(every Tuesday, 12 noon to 2 pm, November 17 through March 15). 





Some of the issues forthcoming: “Are audiences out-sophisticating the sponsors?” 
“TV programming—prospects and problems.” “The station image factor.” 
“What's new in nose-counting?” “How many commercials make too many?” 


Some of those who will discuss the issues: TERRY CLYNE, DAVID LEVY, 
BOB AND RAY, FRANK MINEHAN, DICK SALANT, 
GILBERT SELDES, AL SINDLINGER, KEVIN SWEENEY. 


Register now by calling PLaza 8-2450 or fill in and mail the coupon below. 





RTES — 515 MADISON AVENUE — 
NEW YORK 22 


Please register me for the 1959-1960 Time 
Buying and Selling Seminar. 
Name 


Address 








Company. 








I enclose a check for $10. 
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Kor 1 ne 
THINGS 
WORTH 
KEEPING 





It doesn’t take much to remind you 
of why you want peace. You know it 
in your heart every time you look at 
your daughter. You know we must 
keep the peace. 

But knowing isn’t enough. It takes 
doing. Fortunately there is some- 
thing you can do. 

Peace costs money. Money for 
strength to keep the peace. Money 
for science and education to help 
make peace lasting. And money 
saved by individuals to help keep 
our economy strong. 

Your Savings Bonds, as a direct 
investment in your country, make 
you a Partner in strengthening 
America’s Peace Power. But the 
most important thing they earn is 
peace. 

Think it over. Are you buying as 
many as you might? 


HELP STRENGTHEN 
AMERICA’S PEACE POWER 


BUY U.S. 
SAVINGS 
sisi” ah 


The U.S. ee net pay fer Givofewticieg. 
The Treasur. The Advertising 
Council and this ~~ ~ & their patriotic donation. 
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H E a2 P i S | News (Continued from page 59) 





lems. We will find that the problems 
of prestige, of our standing with the 
public and the opinion-makers, of the 
image of largely 
vanish.” 

His proposals: the networks should 
use a larger proportion of conven- 


television will 


tional promotional announcements in 
prime evening time to promote in- 
formational and cultural programs, 
regardless of where those programs 
are scheduled. Promotion material 
about these shows should be worked 
into prime evening network entertain- 
ment programs. Stations should pro- 
mote these informational programs in 
prime time. “On the programming 
side,” he observed, “it is important 
that stations do everything they can 
to clear time for the important infor- 
mation programs their networks pro- 
vide.” 


Half-Year for Hamm 

The American Research Bureau’s 
best-liked-commercial survey for Sep- 
tember reports Hamm’s beer leading 
the competition for the sixth consecu- 
tive month, with Piel’s beer advanc- 
ing one notch to the runner-up spot. 
In third position on this latest survey 
is Mr. Clean, falling back one place 
from the August listing. 

The only commercial new to the 
roster was Busch Bavarian beer, 
which made its first appearance in a 
tie for the 20th slot. A number of 
commercials returned to the survey 
after long absences, including Maypo 
after being out of 
contention for four months; Kraft in 
12th position, off the survey for seven 


in seventh place, 


months; Paper Mate, last ranked in 
October °58, making it in 13th place 
this time, and Snowdrift, last appear- 
ing in February ’58, showing up now 
in a tie for the 20th spot. 

Three consistent favorites dropped 
off the list this time—Handy Andy, 
a contender for the past six months; 
Raid, a favorite for four months, and 
Wrigley’s, a top-ranker for the last 
three months. Advances from last 
month’s standing were made by 
Burgermeister beer, moving from 
ninth to fourth; Winston, coming 
up from 13th to sixth, and Falstaff 





Milton P. Kayle, resident counsel and 
assistant of Independent 
Television Corp., has been appointed 
business affairs manager of the com- 
pany. Mr. Kayle, who retains his 
former posts as well, joined TPA in 
March 1957, and when that firm was 
acquired by ITC last year, was named 
assistant secretary and resident coun- 


sel of the latter firm. 


secretary 





beer, advancing one place to the 
eighth spot. 

Commercials that declined in pop- 
ularity included Johnson’s baby pow- 
der, losing one position to rank fifth; 
Fizzies, dropping from fifth to 
14th: Lestoil, slipping from seventh 
to ninth; Ford, falling from eighth 
to llth; L&M cigarettes, off three 
places to rank 17th; Seven-Up, mov- 
ing back a notch into 17th place, and 
Dodge, tumbling from 12th to 20th. 
Thirteen of the 22 commercials listed 
in the August survey came back to 
place in September. 


Best-Liked Ty Commercials 


Based on ARB’s National Diary Sample, 
Sept. 20-26, 1959 

Rank Commerc ial and Agency 

Homm zm pbell-Mithun 

hs ee & Rubicam 

Mr. Clean—Tatham-Laird 

. Burgermeister—BBDO 

. Johnson’s Baby Powder—Young & 

Rubicam 

. Winston—Wm. Esty 

. Maypo—Houston (FRC&H) 

. Falstaff—Dancer-Fitzgerald-Sample 

. Lesteil—Jackson Associates 

. National—W. B. Doner 

11. Ford—J. Walter Thompson 

12. Kraft—J. Walter Thompson 

13. Paper Mate—Foote, Cone & Belding 

14. Coca-Cola—McCann-Erickson 

14. Fizzies—Lambert & Feasley 

14. General Electric—Young & Rubicam 

17. L&M—Dancer-Fitzgerald-Sample 

17. Playtex—Reach-McClinton 

17. Seven-Up—J. Walter Thompson 

20. Busch Bavarian—Gardner 

20. Dodge—Grant 

20. Snowdrift-—Dancer-Fitzgerald-Sample 


MP Ning 


Oo ennd 















Adl 












os ao Fw & & 
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In the picture 


Donald Anderson has joined Ted Bates & Co., Inc., as a vice president with the position 
of account supervisor, it has been announced by Rudolph Montgelas, president of the or- 
ganization. Prior to this new association with the Bates agency, Mr. Anderson was con- 
nected with Fletcher Richards, Calkins & Holden, Inc., where he held the position of vice 
president in charge of marketing. Adding to his extensive experience in the advertising field 
have been Mr, Anderson’s associations before his tenure at Fletcher Richards, Calkins & 
Holden, when he served as a vice president for, successively, the J. Walter Thompson Co. 
and Sullivan, Stauffer, Colwell & Bayles. Unlike a number of Manhattan advertising men 
who favor Connecticut and Westchester County for residential purposes, Mr. Anderson lives 











with his wife in New Jersey, at 92 Sunrise Drive, Hawthorne. 


The appointment of Frank A. Sherer (I.) as a senior vice 
president and treasurer of McCann-Erickson, Inc. has been an- 
nounced by Marion Harper Jr., president and board chairman. 
Mr. Sherer joins the agency after a long and distinguished career 
in banking. As treasurer he succeeds Frank White (r.), a senior 
vice president and director of McCann-Erickson and onetime presi- 
dent of NBC and Mutual, who now becomes vice chairman of the 
agency's executive policy committee. In this latter capacity Mr. 
White will act as senior management officer for several major 
divisions of the corporation. 








Gordon Webber, vice president and copy group head, has been appointed to the new 
position of vice president and director of broadcast commercial production at Benton & 
Bowles, Inc., it has been announced by Robert E. Lusk, president of the agency. Ray Lind 
continues as vice president and manager of broadcast production. Mr. Webber joined B&B 
in 1948 as a television copy supervisor and was elected to a vice presidency in 1956. Before 
joining Benton & Bowles he was with NBC as script writer and editor, director of the script 
department and writer and editor of the NBC-TV Newsreel. Mr. Webber is also an author of 
novels. His third one, What End But Love, was published last month by Little, Brown & Co.; 
two other books, Years of Eden and The Far Shore, were published in 1951 and 1954, re- 
spectively. He has also written short stories and tv scripts. 


Jules Bundgus has been named a vice president of Kastor, Hilton, Chesley, Clifford & 
Atherton and will head up that agency’s television and radio operations. Before going with 
KHCC&A, he had served as a television supervisor at Lennen & Newell, working on programs 
for Colgate-Palmolive and P. Lorillard. Earlier in his career, he held the position of manager 
of the tv-radio department for the Bryan Houston agency for some years. He had also 
worked at Kastor, Farrell, Chesley & Clifford, predecessor of the current KHCC&A. During 
World War II Mr. Bundgus served as a naval officer aboard the aircraft carrier Hornet. Be- 
fore his war service, however, Mr. Bundgus’ career in advertising had already begun via 
associations with Benton & Bowles in both the New York and Hollywood offices of that 
agency. He is a native of Huntington, Long Island, N. Y. 











R. Wells Brown has been elected a vice president of Compton Advertising, Inc., it has 
been announced by Barton A. Cummings, president of the company. Senior account execu- 
tive for automotive products on the Mobil Oil Co. account, Mr. Brown has been with the 
agency since 1958. Prior to going with Compton he was senior account executive at 
Batten, Barton, Durstine & Osborn, Inc., in San Francisco from 1956 to 1958, handling the 
Standard Oil of California account, and for six years before that he was account executive 
and supervisor at J. Walter Thompson, also in San Francisco, working on various assign- 
ments for the Ford account. A native of Boston and a Yale graduate, Mr. Brown served in 
the Navy aboard submarines and destroyers in the Pacific during World War II, following 
which he went with the San Francisco Exam iner in its ad department. 
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IT’S A PLAIN AND 
FANCY FACT 





that Rochester, Minnesota is the fast- 
est growing metropolitan area in 
Minnesota. 


It is also a fact that the Rochester, | 


Minnesota area has a_ consumer 
spendable income of $886 million. 


And what is even more to the point 
is that you can tap this lush market 
with KROC-TV that delivers 70% 
sign-on to sign-off share of audience. 


Join the parade of smart advertisers 
who are using KROC-TV. 


The Meeker fellows will be glad to 
oblige. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative: Elisabeth Beckjorden 
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THE LIGHTER SIDE In camera 





We've been hearing a lot about it 
for the past several years, but at last 
the Bell Telephone Laboratories, Inc., 
research affiliate of the American 
Telephone & Telegraph Co., received 
a patent for a “picture phone,” 
through which people can be seen as 
well as heard. 

The system is actually two-way 
television over ordinary telephone 
lines, and it produces a picture about 
twice the size of a postage stamp. 

The inventor, Floyd K. Becker, and 
other Bell engineers are not yet wholly 
satisfied with the quality of the pic- 
ture. It still needs, they agree, a little 
work. Perhaps if they took the thing 
for a few days’ tryout in New Haven 
it might help. 

Anyway, Mr. Becker and his asso- 
ciates already have answers to some 
of the anticipated objections. For in- 
stance, what happens if the person 
called, perhaps a woman in curlers 
or last year’s lipstick, doesn’t want to 
be seen? The Becker patent says she 
can keep her own face out of focus 
and still look at the caller from an 
angle. If both she and the caller are 
bashful, neither face will appear. 

As for us, until this set-up gets bet- 
ter, we're going to turn our back on 
the whole thing. 

* * * 

Author meets the critics: Jt is the 
custom in the Brest Province in Russia 
for writers to meet their readers face 
to face. And recently Fedor Panferov, 
who wrote a novel called Contempla- 
tion, had an eight-hour session under 
klieg lights before thousands of farm- 
ers in the district who had read his 
book and wanted to tell its author 
what was wrong with it. 

Mr. Panferov listened to a proces- 
sion of milkmaids, swineherds, tractor 
drivers and collective farm chairmen 
berate him and his fellow novelists 
for trying to teach peasants about 
milking a cow or planting corn, in- 
stead of writing stories about peas- 
ants who fall in love, get married and 
raise children. 








It is heartening at this time of un- 
certainty in the world to learn that 
the Russian peasants are just like peo- 
ple all over the world. They like day. 
time television, too. 

* * * 

Taking the finger off of tv: “The 
ruling was passed in 1965. over the 
total opposition of the tv and radio 
networks and after 10 years of con- 
troversy, six investigations, 483 ju- 
venile murders, and the complete re- 
organization of the Federal Commu- 
nications Commission. What finally 
pushed it through was the discovery 
of trigger mortis in a number of 
American children born in widely 
separated areas. In this malformation 
the index finger is permanently 
hooked, forcing partial contraction of 
the whole hand in the position re- 
quired for grasping a revolver. “The 
gun,’ said a distinguished anthropolo- 
gist, ‘has become an extension of the 
American arm.’ ” 

The above is a direct quote from 
the lead in the regular feature called 
Views & Reviews written by Marya 
Mannes for Reporter Magazine. At 
first glance it may appear that Miss 
Mannes is being somewhat critical 
and even bitter towards tv in her 
satirical essay. But not at all. Miss 
Mannes is truly a friend of the me- 
dium she covers. After all, why should 
she mortis the hand that triggers her? 
A bit further on in her piece, this 
friendly lady has this additional com- 
ment to make: 

“Although this wholesale preoccu- 
pation with killing by gun coincided 
for many years with the highest rate 
of juvenile crime ever known in this 
country, and with open access to fire- 
arms for all who desired them, tele- 
vision and radio violence was con- 
sidered by most experts of minimal 
importance as a contributory cause of 
youthful killing. . . .” 

See, the lady is friendly. She is 
saying what many of us have been 
saying for a long time: don’t look to 
tv for the corpus delicti—they went 
thataway! 





















BE.35 8 Ge 


More people watch 


GBBT SHCH O& 
KSTP-TV every week 


SSEAGRXS BABS 


than any other station 
8 


in this vital market! 














BOY SS EHSL 


ARB Total Area Report, September, 1959 


Basic NBC Affiliate 
MINNEAPOLIS - ST. PAUL 
The Northwest 2. leading Selion” 


Represented by Edward Petry & Co., Inc. 





"Now that we're 


changing reps... 


Let's 
hear what 
a 





As you prepare to 





choose new reps, 

what questions 

particularly concern 

you? Aren’t these 

the ones? Are we 

important on their list? 

How creative are 

their men? How 

aggressive? How good 

is their research? What are they doing for other 
stations? How fast are they growing? 

Before making your final decision, you owe 
yourself Young TV’s answers to these questions. 


YOUNG TELEVISION CORP. | 


An Adam.Young Company 


NEW YORK CHICAGO ST. LOUIS LOS ANGELES SAN FRANCISCO DETROIT ATLANTA 

3 East 54th St. Prudential Plaza 915 Olive St. 6331 Hollywood Bivd. Russ Bidg. (Rm. 1207) 2940 Book Bidg. 1182 W. Peachti 
New York 22, N.Y. Chicago 1, lil. St. Louis, Mo. Los Angeles 28, Calif. San Francisco 4, Calif. Oetroit 25. Mich. Altanta, Ga. 

PL 1-4848 Michigan 2-6190 MAin 1-5020 HOllywood 2-2289 YUkon 6-6769 WOodward 3-6919 TRinity 3-2564 ~ 





